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Editor Caldwell Takes 


Leave-of- Absence 


RESIDENT COOLIDGE, having on March 

fifth appointed O. H. Caldwell, editor of 
Electrical Merchandising and Radio Retailing, 
as the member of the Federal Radio Commission 
for the Eastern District, Mr. Caldwell was 
given a full leave-of-absence by the McGraw- 
Hill Publishing Company effective with that 
date. He has been freed of all editorial and 
publishing responsibilities in order that he may 
devote his energies and attention to the Com- 
mission’s work in solving the radio tangle—an 
opportunity for vast immediate service to the 
American public and to the radio trade and 
industry. 


We, of the McGraw-Hill Publishing Company 
see Mr. Caldwell’s selection by President Cool- 
idge as a recognition of the electrical and radio 
industries and the interest of those industries 
in the solving of the great problem of radio 
broadcasting. | 


For in Mr. Caldwell’s appointment, the elec- 
trical and radio industries and trades—retailers, 
jobbers and manufacturers, big and little, 
throughout the entire country—recognize that 
there will be on the Radio Commission, during 
the critical first year, a man who intimately and 
broadly understands the trade’s problems, both 
technical and commercial. 


Mr. Caldwell’s long record of seventeen years 
with this publishing house as an independent 
thinker and journalist in the electrical and radio 
fields gives force to his avowed purpose to act 
solely in the best interests of the listening pub- 
lic and the whole radio industry, including 
every group and shade of industry opinion. 


JAMES H. McGRAW, 


President, 
McGraw-Hill Publishing Company. 
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New Prices — New Material 
| EDISON MAZDA LAMPS 














jeer following new low prices on _ , trate your sales efforts so that April 
the New Standard Line of Edison = ~~ '~will mark the beginning of a great 
Mazpa Lamps become effective 7 lamp season. 


April 1, 1927: 


This campaign comprises material 





Former Price New Price 
15 watt 25c 23¢ that has proved successful in lamp 
25 , 5c 230 merchandising in every type of store. 
40 ,, 5c Fic For over a year tests have been made 
50 ,, 27c 5c over-the-counter to determine the 
60 ,, 30c 25c best possible ways to sell lamps— 
100 ,, 43¢ 40c the material in this set has already 





increased sales wherever used. Write 


to your jobber immediately for a 


“Today’s the Day” kit. There is no 
Not only that, but a special cam- theory about this—this is a tested and 
paign is available which will concen- proved way to increase your sales. 


EDISON MAZDA LAMPS 


GENERAL ELECTRIC 


Now you can sell the popular 50 
and 60 watt sizes for a quarter. 
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Money, Mortgages axd Markets— 
and other high spots of THIS ISSUE 


ONEY for expansion, money for the fundamental 
M capital structure, money to equip a new store, 
money to carry time-payment leases. The grow- 
ing electrical dealer always has a profitable use for money 
and getting money for these uses is one of his regular prob- 
lems. In this issue a banker, who understands the electrical 
dealer’s problem and how the banker can help, gives on page 
78 some very practical advice on how the dealer can borrow 
money. He also points out just what the banker is willing 
to loan money to do and what the banker feels should be 
financed through other channels. 


¢ 


Mortgages 


E HAVE all been willing to agree that the logical 

thing to sell is a completely equipped electrical home. 
Lee C. Goodwin and the Public Service Company of 
Durham, North Carolina, have not only thought it a good 
idea, they have done it. They have shown that a good 
wiring job, fine fixtures and a complete installation of 
appliances can be sold the home owner and financed on the 
mortgage, even when this job comes to a total as high as 
$5,000. The tremendously inspiring story of this accom- 
plishment is on pages 74 to 77. Incidentally, the Durham 
Public Service Company made last year what is probably 
a record for electrical merchandise and installation sales 
per meter with a total of $39.99 per wired home. 


¢ 


Markets 


ROM sixteen major distributing centers throughout the 

country come reports on Spring business. These last- 
minute telegrams are printed on pages 90-91 and it is good 
news that in some sections business is now excellent and 
throughout the whole country prospects for Spring and 
early Summer business hold promise of being good. 


¢ 


Refixturing 


T IS a splendid thing for the industry that the Commer- 

cial Section of the N. E. L. A., at the recent meeting 
in Chicago, adopted a resolution to get started toward a 
general re-fixturing activity. It took the responsibility for 
leadership in this important movement and has made re-fix- 
turing a definite part of the central-station program. On 
page 112, the editors urge on the entire industry the fact 
that the fixture situation concerns all electrical men. This 


publication does not advocate that central stations take over 
the whole job of selling fixtures, nor does the Commercial 
Section plan any such thing. Fixtures will be sold through 
the dealer as always and the dealer will take a great part in 
the actual job of re-fixturing and in the counting up of the 
actual profits. To get this under way, however, the light- 
ing companies are coming forward, as they have so often 
before, to pioneer a field. They are going to sell the public 
on the idea of new and better fixtures to replace obsolete 
and unsatisfactory light sources. 


‘ 


Refrigerators 


RECENT development of the electrical exhibition 

idea is the show devoted to one particular appliance. 
Boston was the first city to try out an electrical refrigerator 
show where a number of makes were exhibited to an inter- 
ested public; two shows there have successfully stimu- 
lated refrigerator sales. In Kansas City, recently, a number 
of leading dealers co-operated with the central station in an 
exhibit of electrical refrigerators in the lighting company’s 
showrooms. An account of the splendid results achieved 
is on pages 82-83. 


¢ 


Small Towns 


HE Federation of Women’s Clubs has been surveying 

the American home. This survey is extended to cities, 
towns and villages, and one set of figures developed which 
is of immense importance to electrical appliance manufac- 
turers, distributors and dealers, shows the relatively low 
saturation on electrical home equipment in the smaller towns 
as compared with towns of 100,000 and over. ‘These fig- 
ures, which will very much repay study, are presented in 
graphic form on page 95. 


e 
Next Month 


AY is a busy month for the electrical man. Spring 

business is active, June brides are stimulating store 
sales, and Summer selling plans and policies are being 
worked out. “Electrical Merchandising’ for May will 
devote much space to practical plans which can be put to 
work toward increasing Summer sales. There will be a 
continuation of the important series of articles on “financing 
a retail electrical business’ and definite plans and policies 
which have made sales and profits on the vacuum cleaner, 
washer, ironer, refrigerator, range and other appliances. 
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Master Bedroom 


Ceiling light—brackets 


A convenience outlet 
Special purpose outlet 
Radio outlet 





























Controls for nursery light 

Kitchen percolator 

Furnace 

Master switch for outside 
lights 

Intercommunicating 
telephone 

Air heater 

Desk and floor lamps 

Electric clock | 


Celling light 

3 brackets 

2 convenience outlets 
Special Purpose outlet 
Night-light outlet 
Violet ray 

Curling iron 

Built-in heater 
Shaving light 
Immersion heater 
Hair dryer 

Vibrator 


Floor outlet 

6 baseboard outlets 
Ceiling fixture brackets 
Special-purpose outlets 
Radio outlet 

Vacuum cleaner 

Floor polisher 

Corn popper 

Bridge and table lamps 
Electric clock 

Radio set 

Time switch for radio set 





Bathroom | Living Room 


Page 70 
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Porch 


Ceiling and bracket lights 

2 convenience outlets 

Radio outlet 

Electrically lighted house 
number 

Porch light or lanterns 

Outdoor Christmas tree 
lights 

Radio speaker 

Electrically wired tea 
wagon 
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Livery 


this Ye ar 


Sewing Room 


Ceiling light—brackets 

4 convenience outlets 

1 iron outlet 

Radio outlet 

Intercommunicating 
telephone 

Sewing machine 

Sewing machine light 

Fan 

Iron 

Electric clock 




























VERY room in the 
600,000 new homes 
now planned or building 
is a selling opportunity for 


| 1] | | } the electrical trade. A full 
N CW : OOM equipment of major appli- 


ances as well as adequate 
wiring and good fixtures 
can be sold as a complete 
job, financed on the mort- 
gage. It can be done! See 
pages 74 to 77 


Nursery 


Ceiling light—brackets 
4 convenience outlets 
Special purpose outlet 
4 low-voltage outlets 
Radio outlet 
Night light 
Built-in heater 

an 


Electric toys—trains, range, 
washer, iron 

Electric blanket 

Heating pad 


Garage 


Ceiling lights 
2 convenience outlets 
Special purpose outlets 
Flashlight lantern 
Trouble or extension light 
Automobile engine heater 
Air heater 
Small vacuum cleaner 
Battery charger 
Motor-driven tire pump 
Fire alarm system 
Intercommunicating 
telephone 


Kitchen and 


Kitchen aid 

Refrigerator 

Wired kitchen cabinet 

Dishwasher 

Ventilating fan 

Foor scrubbing machine 

Time switch for dishwasher, 
‘water heater, percolator 





Dining Room 


Floor outlet 

4 baseboard outlets 
Ceiling fixture and brackets 
Radio outlet 

Special purpose outlet 
Grill—toaster 
Percolator—samovar 
Waffie iron 

Call bell 

Decorative lamps 
Res boiler 


an 
Cigar lighter 
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Basement wee 


3 ceiling lights 

4 convenience outlets 

Special purpose outlet 

Automatic hot water heater 

Bell-ringing transformer 

1 kva. low-voltage 
transformer 

Fire alarm system 

Stair-controlled light switch 
for cellar lights 

Oil burner or forced draft 
outfit 


1927 


Pantry 
Ceiling lights—brackets 
4 convenience outlets 
Special purpose outlets 
Radio outlet 
Range—cooker 4 


Laundry 


Ceiling outlets 

3 convenience outlets 

Special purpose outlets 
Washer 

Ironer ) 


Clothes dryer 
Fan 
Intercommunicating 


telephone 
Time switch for washer 
Pilot light for iron 
Ventilating fan 
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By a DEALER 
from his 1926 


Y New Year’s resolution was “I am going to 
M make more money in 1927.” And this is one 

resolution that is going to be kept—because I 
am going to profit in 1927 from my study of 1926. 

I am not losing money in my business, because I do 
keep track of my expenses and try to control them, but 
the merchant that does not make the profit he is 
normally entitled to is paying for the privilege of being 
a merchant instead of getting paid for it. On the other 
hand, the merchant that lets his business costs run away 
from him is not entitled to a profit. 

I have no expectations of making any great increase 
in profits through larger discounts in 1927, though I 
will make a little I hope, so if I’m going to make more 
money this year—and I am—lI’ll have to save it out of 
my expenses. This is how I’m going to do it: 

In 1926 my total sales were $61,357. My business is 
divided into three departments, A—major appliances; 
B—small appliances and staples; C—-service and repair 
department. The sales by departments were as follows: 
A—$43,964; B—$9,187; C—$8,206. 

Department C relates only to paid service and repairs. 
By that I mean that all repairs to an appliance covered 
by the guarantee and therefore rendered without cost to 
the customer are charged to departments A or B, as 
the case may be. Department C is charged a rental 
and other expenses and simple cost cards are kept on 
all jobs, paid and free. We have worked up a growing 
repair service in our town and it is becoming steadily 
more profitable. 

I use two men full time and one man half time in this 
department. The total revenue of department C for 
1926 was $8,206 and the cost, of labor, materials and 
rent was $6,781. The gross profit was, therefore, $1,425. 

I am confident our steady growth in sales here will 
increase our business in 1927 to $10,000 and we can 
handle that much business without any increase in ex- 
pense except for material used. This will not exceed 
$500 for the two thousand dollars additional volume. 
This will give me a showing in 1927 of approximately 
$10,000 revenue $7,300 costs- and $2,700 profits as 
against $1,425 in 1926. Should this increased volume 
fail to meet the new figures, I’m- going to cut. out the 
part-time man and still do the work. 

I have established a quota of increase in this depart- 
ment for each month of approximately 25 per cent. 
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MONEY in 
who Will Profit 


experience 


January figures are now in front 
of me and show an increase of 
only 18 per cent. 

Thus I am attempting to in- 
crease my profit in this depart- 
ment in two ways—increased 
volume without increased expense 
or the same volume with less ex- 
pense. Jt can be done. 

This leaves the regular sales 
departments, A and B. I divided 
the major and small appliances a 
couple of years ago to find out just 
how I was doing on the big stuff. 
It is some additional work but it 
has given me a good line on 
things. I’ve found, for example, 
that I am getting a smaller mar- 
gin and have a larger expense on 
the major appliances. On the 
other hand, I have a much larger 
volume and turnover. 

In 1926, the sales in department 
A were $43,964 and the cost of 
merchandise sold (including free 
service) amounted to $28,932, leaving a gross margin of 
$15,032 or 34.2 per cent. My cost of doing business in 
this department and my budget for the year were as 
follows: 

Expense Expense 


Actual Percentage Budget 
Expense of Sales Percentage 








reer errr ee 1,862 3.1% 3% 
Selling Expense .......... 6,726 15.3 14 
Advertising Expense....... 2,154 4.9 4 
Administration Expense.... 2,681 6.1 6 
Miscellaneous ............ 1,406 3:2 3 
$14,329 32.6% 30% 


I, therefore, made a profit of only $703, or 1.6 per 
cent, in this department, which is not nearly enough. 
Had I maintained my budget figures, made out at the 
beginning of the year, I would have had a profit of 4.2 
per cent, or $1,846. This I actually expect to do, and 
better, in 1927, because my business is apparently 
firmly established and I look for increased sales to 
reduce the percentages in Rent, Administration and 
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More money will be made by budgeting each department 
and requiring that sales quotas be attained and budget 
expenses not exceeded. 


Miscellaneous. But even should I not have an increase 
in sales I have already taken steps to decrease the ex- 
pense in Advertising to not exceed four per cent by 
cutting out some of the things I did last year that 
vielded no returns and by using less newspaper and 
more direct-mail advertising. 

Along this same line I am going to direct much of my 
advertising to building up my store business. We can 
handle four to five times our present store volume with- 
out increasing our expenses a cent. I am convinced now 
that unless we do so we cannot hope to get our selling 
expense below 15 per cent. I feel sure we can do this 
without decreasing our outside sales, which are almost 
entirely secured through direct canvass. Furthermore 
an increase in volume of as much as $5,000 in this de- 
partment will mean a gross margin of 36 per cent in- 
stead of 34.2 per cent. 

In department B, small appliances and staples, sales 
for 1926 amounted to $9,187 and cost of goods sold to 
$5,766, leaving a gross margin of $3,421, or 37.2 per 

Continued on Page 120 
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—— se i a 
OR a long time, men of the industry have dreamed 
of the day when every wired home would be com- 
pletely provided with electrical appliances for 

labor saving, comfort and convenience. “Someday,” 
they said, “everybody’ll be ‘doing it electrically’ and how 
sweet this life will be for the dealer and the central-sta- 
tion selling man.” And they have wondered if they 
would ever live to see the time when complete electrical 
equipment would become just part of the house, installed 
at the time of building. 

Eighteen months ago Electrical Merchandising and 
Electrical World tossed a challenge into the ring. In 
an editorial, reproduced above in miniature, we drew 
the deadly parallel of the way John and Mary in the 
average American home buy their bathrooms and how 
they buy their electrical equipment. 

“Why?” it asked, “should the automobile salesman 
and the bathroom salesman both be able to sell John 
and Mary a $1,500 order when the electrical man sells 
in driblets?” Therefore we proceeded to declare that, 
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. Three Thoughts 
About John and Mary — 






By EARI. E. WHITEHORNE 























after all, it was just a matter of courage and skill in 
selling. And we proposed that the electrical industry 
gird up its loins and go to work—to sell not fragments 
of an order—but complete equipment. And we recom- 
mended that to make the selling easier, we do just what 
the bathroom people do—make the sale when the house 
is built or bought, and that we urge John and Mary to 
finance it under the building mortgage. 

There was much raucous laughter. “It’s a grand 
idea!” the industry said, “but it can’t be done!” And 
now look what happened. Lee C. Goodwin, new business 
manager of the Durham Public Service Company, down 
in North Carolina, had been thinking along the same 
lines and innocently didn’t know that it couldn’t be 
done. And being a good sales manager he went and 
did it. Read his story on the opposite page. 

Who else will step out now and light his torch from 
Goodwin’s flame? Jt can be done! And men of spirit 
throughout the entire country will before long be making 
it standard selling practice. 
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It H AS been Done 


By LEE C. GOODWIN 


New Business Manager, 
Durham Public Service Company, 
Durham, North Carolina 
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THESE homes and 121 
others 1n Durham, North 
Carolina, are all adequately 
wired and all have electric 
range, water heater, refrig- 
erator, good lighting equip- 
ment, many smaller appli- 
ances, and most of them 
have full laundry equip- 
ment. Because the elec- 
trical equipment was 























financed on mortgage with 
the butlding itself, the 
dealer was paid in cash and 
the owner has six to twelve 
years to pay. 


' , ee HAVE, for a number of years, realized the 
wonderful advantage to be gained by the cus- 
tomer and the utility company by selling at one 

transaction, the entire electrical needs for that par- 

ticular home. 

When our local company was organized about twenty- 
five years ago,our city was then a town of approximately 
12,000 people. We were forced to inaugurate at that © 
time an electrical installation department in order to 
get houses wired and connected to our lines. There 
has never been an electrical contracting business opened 
in the town that was in position to take over this instal- 
lation work, as during part of that time we were wiring 
houses on a strictly cost basis. (Continued on next page) 
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We have maintained this depart- 
ment throughout these years and it 
has grown into the largest electrical 
installation department in this sec- 
tion of the country. As business in 
this line increased, we were able to 
increase our charges from billing at 
cost to the point where we were able 
to realize a substantial profit from 
same. 

At the same time, we were busy in 
our efforts to educate our customers 
to the advantages of convenience out- 
lets, more and heavier circuits and 
heavier feed lines. During the 
writer’s connection with this depart- 
ment of our company, we have seen 
the schedule of wiring costs rise 
from approximately $15 for the aver- 
age house, to about $200 for the 
same size house today, and in direct 
proportion for the more elaborate 
homes. It is nothing unusual for 
us to make electrical wiring installa- 
tions for eight- or ten-room houses 
that would run from $750 to $1,000 
or $1,200 for the wiring alone, and 
in most cases the lighting fixtures 
would call for about that much more. 

Whereas formerly one light and a 
switch would be all that a customer 
would possibly consider per room for 
his house, the greater portion of our 
residences are now wired with an 
average of at least seven outlets per 
room, and we believe that we have 
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directed the owners’ attention to the 
advantages to be derived rather than 
the cost of installation. 

We have maintained an engineer- 
ing department and given this de- 
partment’s services entirely free to 
prospective builders, architects, en- 
gineers, etc., and we are now virtually 
supplying engineering service for, 
and designing practically all the bet- 
ter electrical installations for this 
section. 

This has given us a _ splendid 
vantage point from which to begin 
our operations on the sale of com- 
plete electrical equipment, as the cus- 
tomer is usually in a receptive state 
of mind when he is planning the 
building of his home, and is more 
willing to consider the spending of 
a larger sum of money for equip- 
ment of this nature as he is in posi- 
tion to finance the purchase through 
the regular channels of home build- 
ing financing. 

When we say that we are furnish- 
ing a larger percentage of the better- 
class homes that are being built here 
today with complete electrical equip- 
ment, we probably should qualify this 
by saying that we term complete 
electrical equipment to cover not only 
excellent wiring installation and suit- 
able and attractive lighting fix- 
tures, but also an electric range, 
electric refrigerator, laundry equip- 











If complete bathroom fittings can be | 
financed on the mortgage—then why 

shouldn’t built-in or screwed-down ELEC- 
TRICAL appliances be similarly financed? 


This question asked in the September, 1925, 

issue of “Electrical Merchandising,” is here 

answered by Lee C. Goodwin, the man who 

has sold complete electrical equipment for 
125 homes 


66 UR method of sell- 

ing the larger in- 
Stallations of electric 
equipment, wiring, fix- 
tures, etc., has been predi- 
cated upon selling the idea 
to the customer before 
he had arranged for financ- 
ing his home, and in most 
cases was able to include 


the entire cost of this 
work and equipment in his 
building budget, and as 1 
most of the average homes 
have been financed by 
Building and Loan Socie- 
ties, we have been able to 
collect the entire amount 
owing us when final set- 
tlement was made.” 
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How Complete Homes 
Help Kw.-Hr., Use 





"dgasee 


The percentage of increase in do- 
mestic kw.-hr., in Durham, N. C., 
for the past three years. A steady 
growth in home consumption. 





ment, vacuum cleaner, bath room 
heater, hot water heater, and other 
miscellaneous electrical home needs. 

It is not in every case that we are 
successful in supplying this entire 
list, but with the probable exception 
of the electrical laundry equipment, 
there is little variation. 

As an example of a good installa- 
tion only a little above the aver- 
age is Mr. Murray Jones’ home, 
in which we furnished the electric 
wiring, lighting fixtures, electric 
refrigerator, electric range, elec- 
tric water heater, electric vacuum 
sweeper, and a number of household 
devices. The amount of money spent 
on electrical work and equipment by 
Mr. Jones, for this particular job, 
was slightly in excess of $2,500. He 
has not as yet installed electric laun- 
dry equipment, but provision has 
been made and all wiring has been in- 
stalled that will be needed to handle 
same. 

There are two other homes I would 
like to cite, one owned by T. E. Cheek, 
the other by Nello Teer. We have 
installed in both of these homes prac- 
tically every type of electric appli- 
ance that can be used to advantage, 
including electric ranges, water heat- 
ing equipment, electric refrigerators, 
bath room heaters, room heaters, 
vacuum cleaners, laundry equipment 
and electric sewing machines. The 
lump sum involved in our contract 
with Mr. Teer, was slightly in excess 
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of $5,000 and in Mr. Cheek’s transac- 
tion, something over $4,200. 

Our method of selling the larger 
installations of electric equipment, 
wiring, fixtures, etc., has been predi- 
cated upon selling to the customer, 
the idea before he had arranged for 
financing his home, and in most cases 
was able to include the entire cost 
of this work and equipment in his 
building budget, and as most of the 
average homes have been financed by 
Building and Loan Societies, we have 
been able to collect the entire amount 
owing us when final settlement was 
made by the mortgage company. We 
do not wish to leave the impression 
that all of the work we have done 
has been handled in this fashion, but 
this method has been most helpful 
to us in securing a more complete 
installation, due primarily to the 
fact that Building and Loan in our 
town matures in six or twelve vear 
periods, thus allowing the customer 
that length of time in which to liqui- 
date his electric equipment obliga- 
tions. We have been given splendid 
assistance by these two associations 
in building and furnishing better 
homes here. 


Electrical Equipment 
Averages $1,500 


We do not have on file a complete 
record of homes in which we have 
sold practically complete electric 
equipment, but in checking our 
records, we have found out that we 
have at least 125 homes that can be 
considered completely equipped, the 
electrical equipment ranging in price 
from approximately $800 to $5,000 
and giving us an average expenditure 
of approximately $1,500 for this 
number. Although we have been 
active for the last three years in de- 
veloping and selling this idea, it has 
been only about eighten months ago 
that we had any real measure of 
success along this line, and the major 
portion of the houses thus complete, 
have been sold and equipped during 
that period. 

Probably the most attractive 
feature about this particular part of 
our merchandising, is that the more 
people we sell this idea, the easier 
it is for us to sell others as we are 
to some extent establishing a stand- 
ard of comparison for well equipped 
electrical homes, and the good will 
that follows in the wake of such 
Satisfied customers as we are secur- 
ing by this method, will more than 
compensate for the additional effort 
and cost we have been put to, to 
pioneer this movement here. 


Making Salesmen Out of 
Green Material 


S. M. Beasley has taken his sales- 
men wherever he could find them, 
but as a result of a policy of develop- 
ing these men, the Southewestern 
Gas and Electric Company, Shreve- 
port, La., lost but one salesman last 
year. It maintains a crew of seven 
men. 

“Developing green man-power into 
a finished, sales-producing, product 
accounts, in my opinion, for this com- 
paratively low turnover rate of 14 
per cent,” he declares. 

In view of this achievement, Beas- 
ley’s methods deserve attention. 

He recruits his salesmen from 
every walk of life. He prefers, as 
a rule, green material. Men free 
from fixed sales notions and habits. 

“If an executive keeps close to his 
men, if he has been through the 
house-to-house sales mill himself, he 
will obtain more sales per man, 
fewer mixups, and a lower labor loss 
by developing his own salesmen 
rather than placing the department 
at the mercy: of the professional can- 
vasser,” he states. 

Beasley certainly has practiced his 
own doctrine. One of his best pro- 
ducers was formerly a ballahoo man 
with a street carnival, another sold 
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oil leases, a third was a sea captain, 
a fourth ran a summer resort. 

“These men were picked for the 
stiffness of their upper lip, for the 
indications of character which they 
displayed. The ballahoo man wanted 
to get married and settle down. I 
took the trouble to meet his future 
wife. Then he and I had a long 
heart-to-heart talk. That man today 
is as steady as a clock.” 


Maintains Close Contact 


When the sales force is built from 
green men the maintenance of close 
personal contact is essential. Fre- 
quent, regularly-scheduled, meetings 
provide the opportunity. 

“One of the best ways to bring 
along ambitious men of limited sales 
experience,” says Mr. Beasley, “is to 
provide them, each day, with a list 
of live prospects, interspersed with 
the names and addresses of cus- 
tomers living in the same neighbor- 
hood. This takes a little time but 
results in more calls per day per 
salesman. The live leads give the 
man a chance to make a showing 
and the other names, in the same 
district, centralize his efforts for the 
day and provide the necessary 
amount of ‘missionary’ work. I try 
to make this proportion three leads 
to twelve customers.” 
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House with nine rooms and two baths 


First Floor: 

5 rooms—Lights in each room 
controlled by two or more 
switches. 

8 ceiling outlets 

16 bracket outlets 

20 switches 

18 convenience outlets 

1 floor outlet. 
1 ventilating fan 
1 electric water heater 
1 electric range 
1 electric refrigerator 











113 Outlets in Nine-Room House 


plans for the residence of A. H. Carr, Durham, North 
Carolina. This job is described by Mr. Goodwin as 
“not typical of our better-class installations but it does, 
| to some extent, cover our general recommendations for 
a house of about this size.” It is worth noting that 
range, water heater, ventilating fan and electric refrig- 
erator are located in the plans. 


| The following specifications were taken from a set of 


Total Outlets 113 





Second Floor: 
four bedrooms and two baths. | 
7 ceiling outlets 
8 bracket outlets 
11 switches 
6 convenience outlets 
2 bathroom electric heater outlets 
34 Attic: 
3 ceiling outlets controlled 
by switch on second floor. 
Basement: 
3 ceiling outlets 
3 switches 
7 convenience outlets 


13, 





































































HEN Fred Robinson called 
W me on the ’phone and asked 

if he might take a few 
minutes of my time to talk over some 
business matters, I told him that if 
he would come in after three o’clock, 
he could have all the time he wanted. 
We would then be undisturbed and 
get somewhere before we_ got 
through. Moreover, I advised him 
that it would help greatly if he would 
bring with him his latest statement 
of condition. 

Robinson is a typical small-town 
merchant. He has a store in the 
business section, well located and 
fairly well stocked, but outwardly 
unattractive and unpretentious. He 
does a general electrical business, 
embracing house and show-window 
wiring, and general jobbing in fix- 
tures. His stock consists of a varied 
assortment of sample fixtures, elec- 
trical equipment of all kinds, such as 
irons, toasters, vacuum cleaners, 
washing machines and general house- 
hold appliances and radio equipment 
and supplies. He is a combination 
of store-keeper and contractor and 
repair man, with a gang of about five 
men. He stands well in the com- 
munity and would be regarded as a 
man of integrity and some ability, 
but with no great capital. 

He had never asked for any great 
amount of credit with the bank, but 
we had loaned him from time to time 
up to about two thousand dollars, 
more on the strength of the fact that 
we knew him and believed in him 
than from a close analysis of his 
business. His bank balances had 
not been large, but our experience 
was generally satisfactory. Occasion- 
ally he had brought in some notes 
which he had taken in payment of a 
washing machine vacuum 


or 2a 






Page 78 


How to BORROW 


at 






The Bank 


By W. H. KNIFFEN 
Vice-president, 


Bank of Rockville Center Trust Company, 


cleaner, and trom people whom we 
knew, and these had been discounted 
for him as a matter of accommo- 
dation. 

At the appointed time he came in, 
apologetically explaining that he had 
some business problems that he 
could not settle for himself and 
made so bold as to trespass on my 
time for a solution. I commended 
him for this, saying he would always 
find the banker, whoever he might 
be, willing to talk over business mat- 
ters with his people and preferring 
that they should do so before engag- 
ing in new ventures. I pointed out 
several business men whom he knew 
who had been coached on to success 
through the co-operation of the bank. 


The Banker an Adviser 


I showed him that the bank could 
prosper only as its people prospered 
and both had something to gain by 
an interchange of confidences. I also 
pointed out a concern in his own line 
which had been saved from a dis- 
tressing failure largely through the 
fact that the bank, together with a 
few large wholesale firms, had 
worked with and not against them 
during critical times in their his- 
tory. 

“You will find,” said I, “that the 
bank never welcomes a breakdown in 
business, and it has much to gain by 
keeping business sound. It also, at 
times, holds the key to the situation 











This is the second of a ser- 
ies of articles on financing 
a retail electrical business. 








Rockville Center, New York. 


and through its influence and guid- 
ance can steer many a business out 
of its slough of despond that would 
otherwise go on the rocks. After all, 
the banker is more human than he is 
generally portrayed, popular stories 
to the contrary notwithstanding.” 
Handing him a cigar, I said: “Weil, 
what’s on your mind?” “A whole 
lot,” said he. “I am getting to the 
point in life where I’ve got to begin 
to make some real money if I ever do. 
Here I am, forty years old and just 
making a comfortable living, but 
getting nowhere in particular.” Then 
he outlined his troubles. 


Under-Capitalization 


He had begun business with a very 
small capital. That, I told him, was 
the most common fault of business 
men and accounted for fully two- 
thirds of the business failures. His 
mistake was a very usual one. What 
little profit he had made had gone 
into his home andvback into the busi- 
ness. But it was slow work to 
accumulate enough to make things 
move easily. In his contract work 
he had been held up on his final pay- 
ments until the houses were com- 
pleted and had taken just enough 
losses to make him ultra conservative 
about taking on any great amount of 
such work. 

Besides, the competition of the 
larger firms and particularly the de- 
partment stores in the adjoining 
city had taken much of the trade 
which he might have had if he could 
have handled it. They had been 
canvassing his own territory on 
washing machines and vacuum 
cleaners, offering terms he could not 
meet, because he could not carry the 
time payments. His only trade in 
this line was an occasional sale for 
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cash, and here and there a customer 
who would give him a series of 
notes. He had quite an amount of 
this paper which he had been carry- 
ing himself. 

His scheme was, in substance, to 
put in a new front, a larger stock, 
and to go out after business of all 
kinds, but he had no money to do it 
with. How and where could he get 
it? 


The Bank Wants a 
Statement 


I asked him for his statement, 
which confirmed my suspicions re- 
garding his condition. What capital 
he had was tied up in book accounts, 
installment notes, sample machines 
and work in process. He owed his 
wholesale houses quite an amount of 
money, which invoices fell due faster 
than he could collect his outstanding 
accounts. Without doubt he lacked 
capital. 

He was buying on short-time credit 
and selling on long-time credit, re- 
versing the natural process. The 
only outstanding obligations of 
reasonably long maturity were his 
modest bank loans, and these were 
due within a period of four months. 
He was not in position to use bank 
credit to any great extent, and be- 
sides he did not know how. His ap- 
proaches to the bank had been as a 
supplicant for favors rather than as 
a business man asking for his bank- 
ing rights established through years 
of association. Most decidedly he 
needed the ethical and practical help 
of his banker. . And he had come to 
the right one. 

His first specific question was: 
“How much will you lend me to ex- 
pand my business?” My answer was: 
“That depends upon what you mean 
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H. KNIFFEN, who, in this article, gives prac- 

@ tical counsel to the electrical merchant on his 
financial problems, is the author of “The Business Man 
and His Bank” and other standard works on the subject. 


by ‘expand.’ ” He explained that he 
intended to put in a new front in 
order to be in keeping with other 
merchants on the block. He wanted 
to put on a crew of canvassers, sell- 
ing washing machines and vacuum 
cleaners on time payments, take on 
larger contracts for house wiring 
and traffic control lights and do a real 
business instead of plodding along as 
he had been doing theretofore. 

His ambition was commendable, 
but he was utterly at sea as to how 
to accomplish it. Just what he ex- 
pected the bank to do, I do not know, 
but “judging from your statement as 
it now stands,” said I, “no bank 
would stake you for a very large 
amount. Your whole structure needs 
revamping and placing on a sound 
business basis. Banks do not set 
men up in business. The business 
man must create the foundation him- 
self in the form of his own capital 
fund. The bank will match its money 
against your money and your brains, 
but it will never furnish all the 
money, or any great part of it, for 
the fixed investments. The major 
risk must be the borrower’s. 


Loans Based on Net Worth 


“The amount that a bank will lend 
depends upon the judgment of the 
banker. Some will lend one-half of 
the net worth; others less. It is a 
question of how well they regard 
him personally. The largest amount 
we would lend you would not carry 


out your plan, with which I agree; 
but that is not to say it cannot be 
done. Let me show you how. 


Bank Lends Working Capital 


“We will furnish working capital 
as distinguished from permanent 
capital. We want our loans to you 
to be liquid, by which is meant, they 
must automatically pay themselves. 
That is not to say we will not loan 
you continuously, for we will; but 
we want to see our money going out 
and coming in all the time. Let me 
explain: You get a contract to wire 
a house. You will need material and 
can save money if you pay cash. You 
will have your payroll to meet 
weekly. We know your contractor, 
and know you will get your money 
according to agreement. We take 
your note. With the proceeds you 
buy your material and pay your 
men. In due time—perhaps before 
the note falls due, you get your 
money. You then pay us. You get 
another contract and we repeat the 
process. 

“And as long as you take on good 
contracts we will loan you funds to 
carry them, and we both make some- 
thing out of the operation. That is 
our part in your business plan. But 
to loan you for an indefinite idea—to 
stop a rat hole, as it were—that is 
beside the question. We want to see 
our money passing out through your 
business operations and back to us 
in a continuing stream, and as long 
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as you do this we will play with you 
to the limit. Only make sure we both 
are safe in doing so. 

“My first suggestion to you is: get 
as much of your own money in the 
business as you can. Here’s your 
home. It is worth $10,000 with a 
mortgage of only $3,000. You might 
well increase it to $5,000, and we will 
take such a mortgage. The two 
thousand will do more good in your 
business than in your real estate. 
You want the place to live in; you 
need the money to live on. Therefore 
put it to work. It earns nothing for 
you in its present form, and the six 
per cent that you pay us for its use 
will come back to you many times if 
used properly in your business. 


Keep Profits Working 


“And—on the side—never put 
your profits into real estate ventures 
and land schemes; at least until you 
are so well situated that you do not 
need it in your everyday affairs. The 
greatest mistake that business men 
make, in my judgment, is to take out 
their profits and put them into out- 
side ventures. Plow your profits 
back into your own business; and in 
time you may be independent of 
banks and may be banker to yourself. 

“That will only give you a little 
more capital. You might well take 
on a partner with some money, and 
who may supply some of the ele- 
ments you lack. You are a good 
business getter, that you have dem- 
onstrated in a small way. You can 
manage. But you can’t do two things 
at once. You cannot be the whole 
works. You need a man to look after 
the contracts, get the work out, 
handle the men and oversee the jobs. 
You run the business, handle the 
financing, see that the books are 
properly kept, the bills paid and your 
credit protected. That is enough for 
one man. It may be one of your men 
would make a good partner and a 
better boss than he is a workman. 
Think this over.” 

“But how about my new front,” 
said Robinson. “Don’t you think I 
should put it in?” “I certainly agree 
with you in that,” said I; “and you 
can finance it out of the profits it 
makes for you, as it were. You, of 
course, expect to do more business if 
you make a better display of your 
goods. It not only shows off the 
goods, but it gives you the appear- 
ance of prosperity and that is good 
psychology. People like to do busi- 
ness with successful men, and not the 
other kind. There are firms that 
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specialize in such work and who will 
accept your own time notes in pay- 
ment. This will spread the cost over 
a fairly long period and you will not 
feel the loss in your working capital. 
You will pay as you go. 


Good Car an Advertisement 


“The same principle applies to 
your car. An attractive delivery car 
is a good advertisement and adds to 
the prestige of the owner. You 
would be justified in buying a car in 
keeping with your needs—not too ex- 
pensive nor too cheap and pay for it 
through an automobile finance com- 
pany. It will cost you a little more, 
I admit; but the point I am trying 
to get at is: keep your bank lines 
open. 

“We might lend you the funds to 
build your front and buy your car, 
but we can help you the more in 
other ways and the more financing 
you can do in other places at reason- 
able cost leaves you that much more 
freedom with us. I do not believe in 
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overloading one’s self with debt just 
because it is easy to obtain credit; 
but some debts are constructive and 
are fully justified. The latter two 
are of this class. There is such a 
thing as ‘dressing the part’ in a busi- 
ness way as well as in a personal 
way, and there is a danger of over- 
dressing in the form of fixtures and 
delivery equipment. Let these things 
represent you and be substantial, in 
good taste and well within reason. 
That policy will surely help realize 
your dream.” 


Handling Time Paper 


“But how,” said Robinson, “am I 
to compete with the big houses in 
the matter of time sales, even with a 
little additional capital. You say you 
are not equipped to handle time 
paper in quantities and this sort of 
business runs into money fast. I 
surely ean’t carry it myself.” 

“Undoubtedly,” said I, “you can 
build up a good business in this line 
and have practically no limit to your 
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Will he lend for working capital? 


Will the banker lend money for permanent capital? No. 


Yes. 


Will the banker lend money to take on new lines? 


Yes, if he believes the line will sell and it fits in with your 


Will the banker lend money to put in new fixtures 


If your general credit is good—yes; but he would prefer that 
you finance these improvements out of capital or through other 


Will the banker lend money to carry business over 


Yes, if he believes the period to be temporary and you have 
the ability to come back afterward. No, if he does not. 
objects to loans that merely “stop a rat hole” and carry the 
business faster down hill. 
effort to pull yourself through. 


He 


He prefers that you make an extra 


Will the banker finance an advertising campaign? 


Yes if he can see the money coming back; no, if he cannot. 
To push forward a -going business—yes; 
endeavor to save a failing one—no. 


to desperately 


Will the banker lend to pay outstanding accounts? 


Yes, if by so doing the discounts are taken; no, if he is 
increasing his risk at the advantage of the other fellow. He 
will not buy other peoples’ worries. 
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sales if you get your plan properly 
adjusted. You know the town and 
its people. You will have less sales 
resistance than a stranger. Put on 
a small crew and go to it! But you 
must have an outlet for your time 
paper before you begin, else in a very 
short time you will cease to be a 
merchant and become merely a bill 
collector. 


Many Forms of Credit 


“In the scheme of business there 
are many forms of credit and many 
avenues of finance. Each institution 
fills its peculiar place in the progress 
of goods from manufacturer to con- 
sumer. We have our place as other 
institutions have theirs. I can refer 
you to several finance companies that 
specialize in paper such as you will 
create. Your manufacturers have 
such companies in connection with 
their business, just for the purpose of 
financing the dealers’ sales. These 
concerns have a special equipment 
for handling the credit investigations 
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that precede the taking on of the 
paper and the collections that follow 
its acceptance. It would be ideal if 
you could finance your own sales and 
retain all the profits; but since you 
cannot, you must part with some of 
the profits because you lack the funds 
“to carry your own credits. But after 
all, the customer pays, as he should, 
for lack of cash. He knows a time- 
payment sale carries a higher price 
than a cash transaction. 

“My advice to you is to mark your 
goods that are to be sold on time at 
the cash price plus all carrying 
charges for the credit term. Then 
in case of cash buyers you make a 
substantjal reduction. That is good 
psychology. When you get your 
connection with a good company es- 
tablished, all you have to do is to 
sell the goods; they do the financing. 
Your work is ended when they accept 
the risk. 

“Now let me outline what I con- 
sider an ideal plan for such a pur- 
pose, bringing the bank and the 
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Will the banker lend to meet payrolls? 


Fourteen Question and Answers Showing the Purpose 
for Which the Banker Will Make or Refuse a Loan 


Yes—if he believes that by so doing he will help complete the 
contract and get the final payments. 


Will the banker lend money to pay an accident claim? 
No—that should have been covered by insurance. 


Will the banker lend to buy a new delivery car? 
He prefers that such things should be financed through auto- 


mobile credit companies. 


purposes? 


Will the banker lend to buy real estate for business | 


Yes—he will take a mortgage on the property. 


Will he lend to install an electric sign? 
No—that should be financed out of capital or through time 


payments to the seller. 


How much in proportion to the net worth will the 


banker lend? 


There is no set rule. Generally not over one-half, thus having 
two dollars of net worth to one of debt. 


In general what will the banker lend for? 


For any purpose that will temporarily finance the borrower. To 
buy goods, carry book accounts, take discounts, fulfill contracts 


and help carry on the business. 


of invested capital in furniture and fixtures, delivery equip- 
ment and permanent improvements to the property, must be 
The banker does not invest. He 
loans, and expects to get his money back. 


furnished by the borrower. 














The backbone, in the form 
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finance company and you into a per- 
fect working arrangement. 

“Let us assume you have a sales 
organization working on commis- 
sions. The men get paid for pro- 
ducing and are not a drain upon you. 
You of course can buy in car-load 
lots much cheaper than in small 
quantities. You can buy cheaper 
still for cash. If I did not believe 
in you and your ability, I would not 
make such a proposition. No bank 
would. 

“First, you order the goods, cash 
on arrival of the car, draft with bill 
of lading attached. The goods ar- 
rive. You give us a note for 80 per 
cent of the cost to you, secured by a 
trust receipt covering, let us say, 
fifty washing machines of a certain 
make. These are put in storage un- 
der our control. They really are the 
property of the bank in which you 
have a 20 per cent interest. Here is 
where you use your own capital. We 
will allow you to put samples on the 
floor for sales and show purposes. 
When you make a sale you give us 
your check for the proportionate 
amount and we release the machine. 

“You then take the customer’s 
notes on forms appropriate to the 
operation and send them to the 
finance company, which will buy 
them from you at the agreed rate of 
discount. You are then reimbursed 
for your advances and have your in- 
vestment back, together with your 
profits. And unless you are required 
to indorse the paper, which may or 
may not be the case, you are out of 
the transaction entirely. 


Bank Wholesales Credit 


“Here is where we fit into the pic- 
ture and here is where we function 
best. We are wholesale dealers in 
credit as the finance company is the 
retailer. We co-ordinate perfectly. 
Your bank credit, aside from the 
secured loans, is therefore open to 
finance your jobbing and contracting 
end, and to carry you over such 
emergencies as you may face. The 
essence of the trust arrangement is 
confidence in you—that you will not 
sell machines without releasing them 
and making the payments. Once you 
fail to keep your agreement in this 
respect our faith in you is lost and 
with it our help. In short, we want 
our money for machines that are 
sold, and the machines must be where 
we think they are when we check up, 
as we will surely do, about once a 
month. Under such a plan the sky 
is your limit. 
















Seven linear feet of 
window space for each 
refrigerator shown was 
enough to display, in a 
background of green- 
ery, all the makes rep- 
resented. 














































































HE Kansas City Power and 
Light Company sells electric re- 
frigerators. But Frank Farley, 
vice-president in charge of sales, has 
not permitted his interest in retail 
sales volume to obscure another 
issue—from a utility viewpoint— 
namely that of load building. He 
wants all the local refrigerator 
dealers to prosper. That is why he 
invited them to display their wares 
in his commodious show-room dur- 
ing the first week of March. Eight 
companies representing nationally- 
known refrigerators co-operated in 
the exhibit. Each was allotted 150 
sq.ft. of floor space and seven linear 
feet of window display. 

Results exceeded the expectations 
of the most optimistic. The total 
attendance was 22,725. Two thou- 
sand dollars was expended by the 
utility for newspaper advertising. A 
string trio of talented artists and 
the serving of frozen desserts were 
the only special attractions offered. 
“The genuine interest of the public 
at large in electric refrigeration and 
the opportunity to see and to com- 
pare all makes of machines on one 
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floor and at one time was undoubt- 
edly the real reason for this gratify- 
ing turnout,” states Mr. Farley. 

After the exhibit closed, each 
dealer reported his direct orders and 
the number of live prospects secured. 
Thirty-six refrigerator sales were 
closed during show week. These 
floor orders were about equally 
divided among the eight exhibitors. 
There were 3,072 interested persons 
who gave their names to salesmen 
for further contact in future. 

The advertising, music and all ex- 
penses incidental to the proper stag- 
ing of the show was paid for by the 
Kansas City Power and Light Com- 
pany, the total expenditure being a 
little over $2,400. The exhibitors 
paid, pro rata, the cost of floral 
decorations for the booths. This 
amounted to $51 per dealer. 


What the Dealers Say 


Dealer results and dealer opinion 
are conveyed in the following letters 
addressed by the eight co-operating 
dealers to C. F. Farley, vice-presi- 
dent of the Kansas City Power & 
Light Company: 







from Refrigeration 
Kansas 


In accordance with Mr. Howe’s re- 
quest, I am giving you below informa- 
tion as to sales and prospects resulting 
from the Electrical Refrigeration Show: 


Number of prospects obtained. .171 
Direct sales obtained......... 


Our men are very enthusiastic about 
the results obtained from this exhibit 
and feel that they will be able to close 
a large number of sales among the pros- 
pects thus obtained. 

C. E. WIGHT, Sales Manager, 
Kelvinator, Kansas City, Inc. 





During this show, we made eleven 
sales directly as results of the show— 
and while we had a very large week 
last week, it is possible that even some 
of the other orders closed, may have 
had direct bearing on our display in 
your sales room. 

We secured one hundred sixteen, 
what we consider very good prospects 
at our display. 

We felt sure that you would be inter- 
ested in these figures, and again 
thanking you for the opportunity to 
participate in this show, We are 

M. B. PAYNE, Manager, 
Frigidaire Division, 
R. E. Parsons Electric Company 





This action on the part of your 
company showed vision to look into the 
future and such display, without a 
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Each of the eight ex- 
hibitors was allotted 
150 square feet of floor 
space. Palms and floral 
decorations made the 
show room an attrac- 
tive background for the 
white cabinets. 








Prospects 


Show held in 
City 


doubt, is a genuine creative business 
force which will benefit all concerned. 

I talked to a number of the other 
exhibitors and I found it the opinion, 
in which all concurred, that it would 
be mighty fine if the Refrigerator Show 
could be made an annual event. 

We do not have the report of Mr. 
Clayton, who was in charge of our ex- 
hibition, but I know that he made a 
number of sales and that from the large 
list of prospects, we expect to sell quite 
a number of machines, although the big 
object of such a display was not for 
direct sales, but to sell the idea of elec- 
tric refrigeration, and this, of course, 
leads to direct sales later on. 

GEORGE FISKE, Assistant Manager, 
Kansas City Office, General Electric 
Company 





The results that were actually yotten 
at the show, of course, cannot be given 
at this time. However, we sold two 
self-contained units on the floor and 
have the names and addresses of nearly 
150 prospects, that I feel that we should 
at least sell thirty per cent of these 
prospects. 

One of my men, who is carrying the 
Stacold as a sideline, sold a commercial 
job Friday, which I think will be traced 
back as results from our show. 

I feel that this demonstration has 


(Continued on page 180) 
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PURDUE 
Shows Them How 


University runs exhibition car to demon- 
strate electrical methods for farm and home 































Left: A complete kitchen, electrically equipped, is built 
into the Purdue exhibit car. Demonstrations of all the 
household appliances will be given the women in the 
Indiana communities through which the car passes. 





Right: Visitors en- 
tering the car at 
Galveston, Ind. 
This special inter- 
urban car is run 
by Purdue Uni- 
versity, Lafayette, 
Ind., in co-opera- 
tion with the In- 
diana electric light 
and power com- 
panies, over prac- 
tically all the elec- 
tric lines of the 
state. The car is 
painted in Pur- 
due’s colors, black 
and gold, and will 
keep on the move 
throughout the 
winter season un- 
til all connecting 
interurban lines of 
the state have been 
covered. 








Above, and at right: Car interior, showing home and farm 
equipment. Purdue people will man the car and explain all 
appliances. The traction company will contribute by hauling 
the car, as a trailer, free of charge. 
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The PLACE for the 








INCOMPETENT s — OUT 


too many of the wrong kind. 

There are those who lack capital, those who 
lack knowledge, those who lack common sense, those 
who lack guts, and those who simply lack. 

Among those who lack knowledge we may list 
those who know something of electricity and nothing 
of merchandising, those who know nothing of elec- 
tricity and something of merchandising, and those— 
and there are many—who seem to know practically 
nothing about either. The amount of chuckle- 
headed ignorance in this industry of ours would 
amaze a wombat. 


Teer are too many electrical merchants— 


the financial and mental shortcomings of the 
electrical merchant are themselves most to 
blame for this condition. 

There are, of course, more brands of each major 
appliance than there are retail outlets for them in 
the average community. A manufacturer, coming 
into an average community and finding all normal 
channels of retail trade pre-empted, has his choice 
of three courses:—he may take a dealer away from 
a competitor; he may withdraw from that com- 
munity, or he may conjure up a new dealer out of 
whatever material is available. Since switching 
good dealers is difficult, and “passing up” a town is 
a blow to the pride, most manufacturers take the 
third course and attempt, by prayer, prestidigitation 
and ‘dealer helps,” to perform the miracle of dealer 
creation. Wiremen, bellhops, wagon-drivers, dis- 
gruntled employees of established merchants, racket 
store proprietors, sewing machine agents, farm im- 
plement dealers, schoolboys with ‘‘a knack for elec- 
tricity,” peddlers, floaters—all those have been 
seized upon by the manufacturers as possible ma- 
terial out of which they hoped to fashion or fabri- 
cate electrical merchants to serve as outlets for their 
wares. It is the resultant melange of incompetency 
which is now in spots ripping the lining out of our 
industry. 


Ti: manufacturers who most loudly bewail 


and established blocs and bloc-heads are con- 

tributing in generous measure to the general 
mess and bitterness. Wizardly financiers and dis- 
tinguished engineers in the central station field, 
have entered the trade with merchandising con- 
ceptions about equal to those of a four-year-old 
child “playing store.” Highly successful and pros- 
perous contractors, jobbers, hardwaremen, druggists 
and general storekeepers have thought they could 
become electrical merchants by the simple process 
of buying a stock of appliances and running an ad in 
the paper. Some few of these have succeeded, but 


B= not by itself. The industry’s more staid 


the efforts of most of them are such as to arouse only 
pity and exasperation. 


VV THAT to do? 
It is our conviction that the incompetents, 
no matter of what class or group, should 
be given the air. 

They are trouble-makers, disturbers of the peace 
and destroyers of profits. They yammer for unde- 
served concessions and claim unwarranted privileges. 
They obstruct, menace or derange all plans for 
progress. They initiate many futile, unfair or 
despicable trade practices. In plain language they 
are hell-raisers, of whom the industry would be 
well rid. 

We need a new line-up in this electrical merchan- 
dising trade of ours—that is the truth of the matter. 
We want an end to present controversies, an end to 
the central stations controversy with the contractors, 
and the hardwaremen’s controversy with the utilities 
and the manufacturers controversy with all of these: 
we need a line-up of common sense and merchandis- 
ing intelligence against bull-necked blundering and 
inefficiency. 


HEN a central station initiates and persists 

in a destructive policy, that central station’s 

hide should be ripped off and nailed to the 
barn door. 

When some trade group turns bolshevic and at- 
tempts to parcel out the industry’s merchandising 
among its membership on a communistic basis, that 
group should be busted, if it busts the busters to 
bust ’em. When the hardwaremen lobby for pro- 
hibitory laws, when a manufacturer hijacks mer- 
chants who have given him their business and their 
confidence, when some group or clique of jobbers 
starts a me-too campaign, or some contractors attempt 
near-blackmail, the cold facts should be broadcast, 
the truth made known, and fitting punishment 
inflicted by force of a united trade opinion. 


OO long has this electrical industry of ours 
practiced the shush-shush method of dealing 


with its troublemakers, its bull-necked opinion- 
ists, and its whining ineffectuals. Too long have we 
been governed by trade blocs, and the blocs by dema- 
gogic and pussyfooting bloc-heads. It is time for 
the men of common sense and proven ability, for the 
men of practical success and solid accomplishment 
to take control of our merchandising and trade 
relationships. 

There are, today, too many electrical merchants 
—too many of the wrong kind. From now on the 
rule for those who aspire to have a voice in the 
electrical trade’s councils should be—make good, 
shut up, or get out. 
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IGHTY-FIVE per cent of the 
J tomes for which building per- 

mits are obtained in the average 
city belong in the “less-than-$10,000” 
class. The vast majority are de- 
signed to cost less than $5,000. Each 
of these homes is to be electrically 
wired before it is completed and to 
be outfitted with fixtures. None of 
them will have a large sum of money 
allotted to this equipment, but when 
the total is added together, the figure 
will be quite imposing. 

The fixture dealer is interested 
of course, in the large and ex- 
pensive dwelling in which fixtures, 
when they total 3 per cent of the 
building’s cost, will come to from 
$500 to $1,000; but he is interested 
also in the smaller job which will 
not amount to more than $50 or 
$100. After all, either of these sums 
represents the equivalent of a 
vacuum cleaner or a washing ma- 
chine. If it pays to send a man out 






Merchandising Fixtures to the 


The M. J. Walsh Company of Portland 
finds personal attention to the small home 
buyer brings satisfying returns 


n the field to sell vacuum cleaners, 
‘oes it not pay to go out after the 
aoderately-priced fixture job? 


Backbone of Business Is the 
Moderate Home 


That this type of business is a 
remunerative one is proven by the 
experience of the M. J. Walsh Elec- 
tric Company of Portland, Oregon. 
This firm handles many of the fixture 
jobs in the more exclusive residence 
district of Portland and does an 
attractive business in expensive 
fixtures. The backbone of its busi- 
ness is in the moderate home, how- 
ever, the average cost of homes 
handled being somewhere in the 
neighborhood of $5,000. 

The soundness of the methods 





The M. J. Walsh Electric Company 
of Portland, Oregon, has concen- 
trated on the fixturing of the mod- 


erately-priced home. Five men are 
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kept busy in the field and a sound 
and well-developed sales plan has 
built up a profitable fixture busi- 
ness. 











THIS HOUSE 
HAS BEEN MEASURED 
AND CHECKED FOR 


LIGHTING FIXTURES 


J. G. GALARNEAU 


OF 


M.J.Walsh Electric Co. 


106 4th Street 


BRdwy 5781 
Res. WAlinut 3902 


Open Evenings By Appointment 











All houses under construction are 
visited by Walsh’s salesmen and 
cards and tags left in each. 





employed is testified to by the num- 
ber of years the firm has been in 
business in Portland and by the loy- 
alty and success of its salesmen. Five 
men are kept continuously busy in the 
field—and of these five the one who 
has been in the service the shortest 
period has a record of three years. 
One of the salesmen has been with 
the firm for twenty-six years; an- 
other for sixteen years. These men 
are paid on a commission basis en- 
tirely and they have found it quite 
possible to make attractive incomes. 
They have divided the city among 
them in more or less equivalent dis- 
tricts, which, however, vary in the 
type of home they represent. One 
salesman devotes himself entirely to 
homes which run in the neighborhood 
of $8,800 and, incidentally, finds 
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himself well rewarded for his 
efforts. 

In order to make a _ successful 
business of these smaller jobs, it is 
necessary to handle them in quantity 
and the sales methods of the firm 
have been chosen with a view to 
covering the ground in the shortest 
possible time with the least expense. 

In the first place, a special effort 
has been made to bring the builder 
and contractor into line. A large 
proportion of the moderately-priced 
homes are erected by these com- 
panies, largely without architect. By 
careful handling and _ persistent 





Ee For overs 
| Thirty Years | 


We have Design 
‘@nd Manufactur 


GHxTURES 


For S$ ice, 
ready 














Besides the tags, a large cardboard 
lantern is hung from the wires at 
the central fixture. 





salesmanship, thirty-one builders in 
town have turned over their fixture 
business to Walsh. In most cases 
this starts in a small way, with the 
allowance for fixtures less than it 
should be with the type of home 
involved. Without great difficulty, it 
is possible, however, to persuade the 
builder to permit one house to be 
used as a test case. 
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The eagerness of the public to 
purchase this home and their willing- 
ness to pay a higher price for it over 
the others with cheaper fixtures 
usually convinces the builder, with 
the result that most agreements with 
the fixture firm do not set a limit 
to the amount to be expended, but 
leave it entirely with the firm to de- 
cide what is reasonable and appro- 
priate. 

One of the advantages in this 
arrangement is that the building 
firm is proud of the resulting job of 
fixtures and is glad to advertise it 
to the public. As a consequence, 
the name of the M. J. Walsh Com- 
pany is carried in their advertising 
without any cost to the fixture firm 
at all. In a similar way, the model 
homes which are put on by these real 
estate or building firms carry the 
message of M. J. Walsh fixtures. 

In a sense, every home that is 
built is open for inspection. People 
who are contemplating building 
houses themselves like to see what 
other people are doing and every 
building job is visited on holidays 














Millwork 


from 


FRANK SCHMITT & CO. 








Cottage of Pennsylvania Colonial 
precedent—American Renaissance 





Builders of $5,000 Homes 


and Sundays by numbers of inter- 
ested sightseers. 

Every job handled, therefore, is 
treated exactly as though it were on 
exhibition before the public, and on 
completion of the installation a 
neatly-lettered card is placed on the 
mantel-piece of the living room 
reading: “Lighting Fixtures by M. 
J. Walsh Electric Company.” 

Quite a number of the people who 
come into the store to make inquiry 
on their own behalf preface their re- 
marks by saying “I noticed that 
you handled the fixtures in such and 
such a house,” showing that the card 
is effective. 


Following Up Building Permits 


In addition to the approach 
through the builder, a record is kept 
in the store of all building permits 
taken out. These are entered on 
cards according to the date and the 
district in which the building is go- 
ing up. Thirty days later these 


cards are taken out and handed over 
to the salesman. 
His first approach is 


probably 


Tador—Elizabethan style in stncoo 
° and half timber—clinker brick trim. 








Electric 


Fixtures 
from 
M.J.WALSH ELECTRIC CO, 














The building firm is proud of the 
fixture job and advertises it to the 
public. As a consequence the name 





of the M. J. Walsh Company is 
carried in the builders’ advertising 
without any cost to Walsh. 
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through the builder, and includes an 
inspection of the plans or an inspec- 
tion of the home if that is sufficiently 
far advanced. The next step then 
is to see the owner, probably the 
woman of the family. An appoint- 
ment is made for the evening, if pos- 
sible, so that the man also will be 
home. At this time, an appointment 
is made to meet the salesman in the 
store. 


Visit All Homes Under 
Construction in the Territory 


Of course, at the busy season of 
the year, it is impossible for the 
salesmen to reach all the owners 
exactly on schedule. An effort is 
made, however, to visit all the homes 
under construction in the territory 
covered and to leave cards and tags 
in each. The visit is made after the 
wiring is done but before the interior 
finish is put on. At this time, a 
large cardboard lantern is hung to 
the wires at the central fixture and 


ELECTRICAL 


tags hung to the side bracket outlets. 

These announce that “This house 
has been measured and checked for 
lighting fixtures by J. G. Galerneau 
(or whatever other salesman is 
handling the case) of M. J. Walsh 
Company.” 

The address and telephone number 
of the store and of the salesman’s 
home is given and the phrase is 
added “Open Evenings by Appoint- 
ment.” It has been found that the 
statement that the salesman has 
already studied the case appeals to 
the customer, who will often call up 
without waiting for a special call 
from the store. 

The man of the house is frequently 
the one who finds these tags when he 
drops in to inspect progress on his 
way home from his work. The fact 
that he can call up that evening and 
make an appointment reaching the 
salesman in his home enables him to 
act on his impulse before it gets cold. 

In regard to the evening appoint- 





Five Elements of a Good Window 
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This window, trimmed by Fred C. 
La Bonteaux of the Coppel Furniture 
Company, Dayton, Ohio, won first 
prize in a national window-trimming 
contest recently conducted by a well- 
known washing machine manufac- 
turer. A member of the award 
committee summarizes the elements 


which influenced the decision 


as 
follows: 

(1) “It has sufficient ‘stopping 
power’ to cause the passer-by to 


pause and look. Having paused, his 
undivided and prolonged attention is 


quickly captured by the tale this 
window tells. 

(2) “It pictures the merit of the 
washer; that it operates quickly; 
that it does a superior job of wash- 
ing shown by the washing on the line; 
that mechanically, it is desirable. 

(3) “The window may be con- 
structed by the average dealer. 

(4) “It was a ‘timely’ trim. 

(5) “The trimmer has secured 
the strength of mass display by his 
use of five washers in the _ back- 
ground.” 
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ments, these are favored by all the 
Walsh salesmen. It has been found 
that if the man and his wife can 
be persuaded to come down to the 
store during the evening hours and 
look over the stock, the deal can be 
closed then and there. 

This is possibly because there are 
no distractions during the evening 
hours, no interruptions in the store, 
and no impulse to break away be- 
cause of other shopping which must 
be done. The fact that no other 
fixture stores are open at that hour 
perhaps has something to do with it; 
possibly the fixtures look better when 
viewed at night. At any rate, once 
such an appointment can be made, 
the sales usually follow. 


Six Owners Can Be Sold 
in Day’s Calls 


Experience has shown that it is 
usually possible to make from eight 
to nine calls on owners during a day 
—and of these sixty-five per cent 
result in sales. Each has been pre- 
ceded by a study of the individual 
case. The salesman shows that he 
is familiar with the house—indeed 
he already has a tentative scheme 
drawn up of what fixtures would 
probably be appropriate. The ap- 
pointment is made so that the own- 
ers may look these over and see if 
they meet with their taste. The 
whole transaction has an air of 
special service which is on a far 
higher level than the mere appeal of 
another firm’s representative who 
has not made a personal study of the 
specific needs. 

Where names are passed in or fall 
into the hands of a salesman in 
whose territory they do not belong, 
these are passed over to the man 
handling that district. In this way 
a man gets to be familiar with one 
section of the city—he knows its 
every turn, what fixtures have been 
sold to the house down the block and 
what is going to be done by the 
owner of the new place around the 
corner. 

He builds up a clientele and a fund 
of local knowledge which is invalu- 
able in making the sale. As these 
exchanges of names work both ways, 
no loss is suffered. 

The architect is not overlooked in 
covering the market—for frequently 
his decision is the final one in deter- 
mining the selection to be made. 
Indeed no avenue of approach is 
neglected, for the way to build up a 
fixture business, in the opinion of the 
staff of the M. J. Walsh Electric 
Company, is to go out after it. 
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How Credit Checring 


Speeds Up Collections 


Co-operation among electrical retailers and other 
merchants to educate customers to pay bills 
promptly—Exhibitions of effective collection letters 


towns, the electrical retailer can 
now avail himself of the services 
of the local credit exchange. In 
some cities, the credit exchange 
exists as a branch of the Chamber 
of Commerce, while in others it op- 
erates as an independent, non-profit 
organization, supported by local mer- 
chants, and serving them only. 
With the development of the local 
credit exchange, it is natural that it 
should assume other functions than 
merely the gathering of information 
about credit applicants and supply- 
ing this information to the indi- 
vidual members. 
Summarized, the modern local 
credit exchange educates the cus- 
tomer to pay his bills promptly, 
furnishes its members confidential 
bulletins containing important credit 


|: MOST cities and fair-sized 


. information, promotes legislation to 


protect the merchant against the 
“dead-beat,” promotes frequent con- 
ferences among the local merchants 
to discuss their individual credit and 
collections problems, and most im- 
portant of all, educates the local mer- 
chant on the proper handling of the 
charge account and the laws relating 
to such matters. 


Dealer Conferences 


Once a week, usually on Wednes- 
day, all the members of the Harris- 
burg Credit Exchange of Harrisburg, 
Pa., meet for luncheon. But the 
most interesting feature is a monthly 
meeting of each trade group repre- 
sented in the organization for the 
discussion of credit problems peculiar 
to the particular trade. Although 
the members of the respective group 
are competitors, yet they do not hesi- 
tate to exchange information, and a 
spirit of fine fellowship pervades the 
gathering. These monthly confer- 
ences have really become business- 
stimulating conferences, for besides 
credit problems the men invariably 
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exchange business-building ideas and 
experiences. 

Thus, one of the groups that has 
been active is composed of the Har- 
risburg electrical retailers. For each 
weekly meeting a different electri- 
cal retailer acts as chairman. The 
men discuss their problems freely, 
and a stenographer employed by the 
Exchange is present at all times to 
take full notes of the proceedings. 

At a recent meeting of the Harris- 
burg business men a mock trial, in 
which a delinquent was prosecuted 
for failure to pay his bills, was 
staged. The local district attorney 
acted as judge and two credit men 
appeared on the respective sides as 
attorneys. Thus a typical case was 
thrashed out from every angle. As 
the case was prepared beforehand 
the credit men were virtualy com- 
pelled to read up on the law, and 
their arguments, together with the 
decision of the judge, proved very 
instructive. 





Information that 
| Credit Exchange | 
| Can Supply | 


1. New arrivals in, and 
departures from, the city. 


2. Changes of local ad- 
- dresses. 


3. Tracing lost  ad- 
dresses. 


4. Marriage licenses and 
divorces. 


5. Names of people re- 


sponsible for businesses 
under assumed names. | 


a Judgments. 
7. Building permits. 
&. Warnings against 
crooks. 




















In Pittsburgh, Pa., the retail 
credit men meet periodically to dis- 
cuss local credit conditions, and at 
these meetings, exhibitions of good 
collection letters are held, the let- 
ters being discussed from every point 
of view by the members present. Re- 
cently an exhibition of more than a 
hundred personal letters was pre- 
sented by the various members. 


Educating the Charge 
Customer 


The Retail Credit Men’s Associa- 
tion of Pittsburgh, Pa., not long ago 
conducted a Thrift-Week Program, 
offering $135 in prizes for the best 
essays on “The Value of Good Credit 
—How Established and Maintained,” 
prepared by local high school stu- 
dents; the contest was endorsed by 
city and county superintendents of 
schools. Arrangements were made 
to broadcast the prize-winning essay. 

The Harrisburg Credit Exchange 
ran a series of advertisements in 
local newspapers explaining to ‘the 
consumer the value of the charge ac- 
count and the necessity of meeting 
such obligations promptly. 

In addition to its regular service, 
the Harrisburg Credit Exchange fur- 
nishes its members a weekly confi- 
dential bulletin containing valuable 
credit information. 

One of the functions of the co- 
operative credit exchange is to con- 
duct exhaustive investigations into 
local credit conditions, and on the 
strength of these suggestions, make 
constructive recommendations to the 
local merchants. The Harrisburg 
Credit Exchange has charted out the 
daily credit business done in the two- 
hundred Harrisburg business es- 
tablishments holding membership in 
the Exchange, with a view to de- 
termining the heavy credit days 
throughout the year. It also gathers 
statistics on the collection averages 
in the various retailing lines. 
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(SOOD Spring Appliance 


BUSINES 


Indicated by ** Electrical Merchan- 
dising’s’” Market Barometer 

















New residence plans show tendency toward better fix- 


tures and more convenience outlets. 


Marked increase 


in demand for electrical refrigeration by apartment 


and home builders 





Philadelphia 


“Fixture Replacements Good” 


During the first two months of 1927 
there were 1,000 homes under construc- 
tion in Philadelphia. Virtually all of 
these are to be wired for electrical 
appliances. Local electric company 
sales since the new year have dropped 
off considerably. Initial deposits on 
partial payment plan have been re- 
duced 50 per cent in effort to hold 
sales. However, local dealers expect 
active spring with ironers holding the 
center of attraction despite fact that 
most apartment houses under construc- 
tion have included electric refrigera- 
tion. Vacuum cleaner sales have been 
favored by a fairly steady market. 
Local washing machine dealers have 
increased sales forces, anticipating 
spring demand. Contractors report 
that recent plans for new developments 
in the building line call for many appli- 
ance outlets. Specifications also call 
for better lighting fixtures in homes 
under construction. Replacement orders 
are fairly high. 





New Orleans 
“Fans Already Under Way” 


Winter mildest in many years. Fan 
sales, especially ventilating, already 
good. Anticipating early summer, re- 
tailers are placing larger orders than 
usual. Two refrigerator companies 
have opened retailing quarters here and 
all distributors expect to cash in on 
past missionary work. Domestic appli- 
ances, except ironers and washing ma- 
chines, expected to enjoy unusual sales 
here this summer. Public utility is 
going into its own skyscraper building, 
opening a retail department carrying 
complete line from electrical refrigera- 
tion to radio accessories. Increase of 3 
per cent in old and 3 per cent in new 
houses wired for electricity in 1926. 
Building permits for first two months 
this year greater than last. Extensive 
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sale of combination fan and lighting 
fixture, both ceiling and floor models, 
noted. 





Detroit 
“25 Per Cent Lower” 


Appliance sales running behind last 
year about 25 per cent. Some depart- 
ment stores maintain total volume by 
selling discontinued models but volume 
of current models is weak. Reposses- 
sion heavy. Washers, cleaners and 
ironers in order named are best sellers. 
Principle volume is in low-priced prod- 
ucts. Sales of quality merchandise 
usually involve trade ins. Business is 
improving slowly and outlook is fair. 
Permits for homes this year 2,061 
against last year 3,110. January was 
poor but February shows gain and 
came only 359 short of last year. 
Builders inclined to be conservative. 





Chicago 
“Troner Business Growing” 


Appliance dealers in midwest giv- 
ing more thought to possibilities of 
electric ironers because of low satura- 
tion, increasing consumer acceptability 
and satisfactory margin. Women are 
selling as well as demonstrating. Sales 
of this device now running one ironer 
to 25 washing machines. Early spring 
demand points to a lively market for 
refrigeration. Electric cookery sales so 
far for month 10 per cent ahead of last 
year. Utilities expressing desire to 
help dealers sell appliances. Washing 
machines and minor appliances in 
steady demand but no marked increases 
noticed. Medium priced cleaners good 
“off-floor” sellers. Radio dealers in 
this territory supplementing during 
summer with one major and fair line 
of minor electrical labor-savers. Some 
time payment losses, even though 
credit has been properly investigated. 
Spring business has so far been entirely 
satisfactory. 


Cleveland 
“Better Fixture Sales” 


Building permits show activity, 
especially in suburbs. Single and dou- 
ble homes of type which should use 
good grade of electric fixtures and 
plenty of outlets being constructed in 
outlying territory. Local firms in 
building material field sponsoring 
“build-your-home-first” week during 
April, which is expected to stimulate 
wiring sales. Industrial conditions im- 
proved and business expected to sur- 
pass that of previous spring. Re- 
frigeration seen as livest line. 





San Antonio 
“Small Heaters Favored”’ 


Home building has taken on new life 
during past month, following depression 
period immediately after first of the 
year, and present indications are that 
last year record of three homes a day 
will be exceeded. Several new subidivi- 
sions have been opened up with sales 
reported good and building on the in- 
crease. Many new homes are now fea- 
turing electrical appliances, especially 
electrical refrigeration. Outlook this 
year is very good. Cleaner sales will 
enjoy brisk sale during spring months 
and there is already a heavy demand 
for these appliances. Washers not so 
much in demand although trade is fair. 
Small heaters in favor. Trend toward 
better quality of merchandise is evident 
in demand for better fixtures. Portable 
lamps good. Electric ranges slow. 





Boston 


“Sales Campaigns Started” 


Appliance sales for the past month 
average 10 per cent increase over last 
year. Irons, washers, cleaners and 
portables are outstanding appliances. 
Waffle irons show good volume and 
socket attachments find many sales. 
Sales campaigns started report good 
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results. Electrical refrigeration sales 
now under way are growing with apart- 
ment installations attracting most at- 
tention. Average is about 25 per cent 
increase over last year for residential 
units, commercial units will gain over 
50 per cent according to one distrib- 
utor. Construction volume is promis- 
ing. Wiring devices, fixtures, and 
hardware output good. Meter installa- 
tions reported for last month about 
same volume as last year. Predictions 
are that little letdown over last year 
should be planned for in market. 


New York 
“February and March Good” 


Appliance sales in February and 
March show little change over last 
year, February running behind January 
and March exceeding 1926 total slightly. 
Exceptionally mild weather for March 
has helped refrigerator sales. Washers, 
cleaners and small appliances moving 
steadily with few campaigns noted. 
Ironers fair. Collections slow but 
dealers generally expect good appliance 
year. New residence construction con- 
tracts awarded up to March Ist ex- 
ceeded previous year by 49 per cent for 
five metropolitan boroughs, 2,967 build- 
ing contracts being awarded as against 
1,987 during January and February 
1926. Total increase for New York 
state and northern New Jersey 12 per 
cent. There has been a noticeable in- 
crease in requests for refrigerator, 
range and ironer outlets. Although a 
decrease in new residence construction 
has been predicted, wiring activity has 
paralleled increased construction so far 
this year. Large realtors looking hous- 
ing situation over warily and several 
bald statements have been made pre- 
dicting a decrease as great as 30 per 
cent as New York has been far ahead 
of normal. 








Portland 


““Mortages Include Refrigeration” 


New Portland apartments are now 
being equipped with electric refrigera- 
tion and larger mortgages are allowed 
on such buildings. Electric ranges 
find favor over gas with majority of 
builders. Refrigeration is starting out 
much better than last year and dealers 
expect from two to three times more 
volume. New residences costing over 
$5,000 are being wired for ranges and 
most of them are having space pro- 
vided for later installation of refrig- 
erators. Washing machine sales below 
last year and condition is expected to 


prevail throughout the year. Apart- 
ment house building about same as 
1926. Residence construction has fallen 
off. 





San Francisco 
“Large Appliances Slow” 


Abundant rains in California fore- 
cast excellent crops and appliance men 
are looking forward to good business. 
Business is moving along well but as is 
usual in rainy season larger appliances 
are moving slowly because solicitation 
has been retarded. Commercial refrig- 
eration sales and sales to apartment 
houses have opened up well. Domestic 
season will not open up for another 
month. Construction outlook good. 
California electrical bureau reports 
number of red seal homes increasing 
monthly. Trade optimistic and with the 
coming of spring expects lively busi- 
ness. 


Los Angeles 
‘All Appliances Good” 


Spring sales of wiring supplies in 
Los Angeles slightly exceed those of 
last year. Building holding its own 
although construction of single dwell- 
ings decreased 1,584 the first two 
months of last year to 1,257 the cor- 
responding period this year. New 
apartment houses will accommodate 
1,037 families. A revival in building is 
expected after rainy season. The 
trade’s perennial campaign to install 
more convenience outlets reflected in 
greater sales of all appliances. Jobbers 
report increase of 15 to 25 per cent in 
small appliance sales. Specialty sell- 
ing organizations doing bulk of 
washer and cleaner business. Refrig- 
eration sales have been slightly re- 
tarded by cold spring but sales man- 
agers still expect to double number in 
homes. Many apartment houses are 
being equipped with electric refrigera- 
tion. 


Minneapolis 
“Washers Far Ahead” 


Sales of wiring to new home owners 
good with better average jobs. Pros- 
pects of spring market for appliances 
dependent upon crop outlook. Washer 
sales far ahead of last year. Electric re- 
frigeration and vacuum cleaner dealers 
canvassing with good results. Building 
permits reach $2,000,000 in last two 
months. 


Pittsburgh 
“Volume in Reflectors—Lights” 


During the coming month appliance 
sales are expected to pick up, as doubt- 
less there will be a fair amount of 
home construction. Remodelling and 
spring changes have caused fair busi- 
ness in standard electrical lines but 
volume is in specialties such as new 
reflectors, lights and fixtures. Appli- 
ances good with prospects for increased 
sales as weather gets better. Prepara- 
tions are being made by jobbing con- 
cerns for summer business and orders 
are being booked on fans. The refrig- 
erator market continues at a fair rate, 
gradually getting stronger as warmer 
weather begins. 





Atlanta 
“Ranges Selling Well” 


Activity in campaigning wiring and 
home appliances on the part of power 
company merchandise departments has 
shown steady growth. Indications 
point to increased sales over any previ- 
ous season. Southern trade responded 
well during past season to electrical 
refrigeration and plans for increased 
activity along this line. Department 
and hardware stores realizing oppor- 
tunities on refrigeration as well as 
other home appliances and are increas- 
ingly active because of power company 
recent mergers. Campaigns planned 
cover toasters, waffle irons, ranges, 
vacuum cleaners, refrigerators and 
fans. Washing machine sales in south- 
east are not factors though there is 
small demand. Leading all appliances 
in growth of sales is electric refrig- 
erator followed by electric range. Low- 
ered power rates and increased sales 
activities are responsible for increase. 





Toronto 
“More Red Seal Standards” 


Electrical appliance market reflects 
greater prosperity of public. Conserva- 
tive estimate places number of new 
homes that will be built during 1927 as 
over 2,000. Contractor dealers busy 
getting their share of this new busi- 
ness and report that many homes will 
be red seal standards. Owners demand 
convenience outlets and range wiring. 
Apartment blocks are providing busi- 
ness in ranges and water heaters. 
Lately best apartments are equipped 
throughout with electric refrigerators. 
Spring business in washers, cleaners, 


Continued on page 131 





A Glance at the Barometer Shows Electrical Market Conditions 





New England Middle Atlantic 
GOOD GOOD 
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Central 


EXCELLENT GOOD 





Northwest 
FAIR 


Far West 
FAIR 
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This forty-foot window and 
3,000 sq.ft. of floor space, plus 
effective newspaper advertising, 
will move over $750,000 worth 
of electrical appliances for the 
Davis Company during 1927. 
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Sales from Better Location 


N THE fifteenth of October, 

1926, the Davis Company, one 

of Chicago’s leading mer- 
chandisers of household appliances, 
moved its electrical department from 
the eighth floor to a sixty-foot street 
location fronting Wabash Avenue. 
It is the only department store in the 
high rental “Loop” district to display 
electrical devices in this manner and 
its 3,000 sq.ft. of ground-floor space 
devoted to electrical washing ma- 
chines, ironers, ‘refrigerators, and 
cleaners exceeds markedly the space 
rented by the two or three appliance 
specialty shops similarly located. 


Page 92 


In 1925, the Davis Company 
did a gross business of a_ half 
million dollars in electrical appli- 
ances, the major portion of which 
was in washing machines. In 1926, 
it passed the $600,000 mark. At the 
present rate of sales in this ground- 
floor location, it will gross $800,000 
for 1927. February sales, for ex- 
ample, were double those for Feb- 
ruary, 1926. 

But the interesting point is that 
this increasing volume will more 
than cover added selling costs, the 
main item of which is, of course, 
rent. Stores on Wabash Avenue 


4 
% 


(the second best shopping center in 
Chicago) rent for $30 a front foot 
a month. 

H. C. Price, manager of the house- 
hold utility department, accepted the 
responsibility of this costly location 
when it was offered him in Septem- 
ber after other department heads had 
turned it down. 

“Because I knew that Chicago’s 
three and a half million population 
would give me the volume necessary 
to support this venture if it were con- 
tacted properly,” he states. “The 
store traffic on top-floor locations is 
not heavy and contains many who 
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come there for other purposes or 
who are simply passing through. 
My men spent many hours endeavor- 
ing to interest practically hopeless 
prospects. 

“Now traffic is not only. twice its 
former size but is of much higher 
quality. Formerly it was necessary 
to appropriate almost six per cent of 
gross sales for newspaper advertis- 
ing. Much of this copy, in order to 
pull, was necessarily devoted to 
‘sales,’ specially priced ‘leaders’ and 
so forth. On the eighth floor I was 
lucky if I got two windows a year 
for the display of electrical mer- 
chandise and no window demonstra- 
tions are permitted on State Street.” 


Heightens Sales Efficiency 


Since Price moved his department 
from under the roof to the ground 
floor with its 40 ft. window, he has 
run daily floor and window demon- 
strations. Ironers started to move 
in volume quantities at once. In 
January he sold 75; in February 96. 
His two demonstrations are now 
selling from one to two ironers and 
from two to three washing machines 
a day, to the passer-by store trade. 

The influence of this new ar- 
rangement on the advertising policy 
of the appliance department is 
worthy of note. Price has been able 
to reduce the number of “special 
sales” advertisements and he sells 
more so-called standard lines at 
recommended prices because his 
“reason why” copy plus the con- 
venient location of his sales room at- 
tracts a much larger and _ livelier 
group of prospects than heretofore. 

The Davis Company does not main- 
tain a force of outside salesmen. Two 
men follow up store leads whenever 
a home demonstration or closing is 
necessary. Three service men look 
after the maintenance of over 14,000 
electrical appliances, now in the 
homes of Davis’ customers. 

A distinct improvement in morale 
and a heightened sales efficiency are 
other noticeable results of this move. 

“The salesmen are taking their 
jobs more seriously than when they 
were tucked away up under the 
rafters,” he states. “This is due, of 
course, to the added opportunity for 
increasing their income which they 
now have.” 

It is the opinion of this successful 
executive that this relocation of the 
household utilities department will 
prove permanently profitable and 
that the proper position for goods of 
this class, when sold “off the floor” 
is right behind a large show-window. 
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What Every Woman Wants 
/5) MERIDEN HOMELECTRIC PERCOLATOR 
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We have secured a 
limited number of 
these sets and while 
they last we will give 
three Toast and Tea 
sets with each perco- 


lator purchased. 














WITH THREE TOAST 
AND TEA SETS 


95 cts. down and 
$1.00 per month 
for nine months 
on your light bill 








Premium Helps Sell 
320 PERCOLATORS 


HE offer of three attractive 
| china sets, free, with every 
percolator sold accounted for 
many of the 320 orders received for 
coffee percolators out of a possible 
14,500 customers on the lines of the 
Arkansas Light and Power Company, 
in the opinion of P. C. Tucker, man- 
ager of the company’s merchandis- 
ing department. The campaign ran 
from Oct. 15, 1926, to Jan. 10, 1927. 
Most of the sixteen towns in which 
this premium was featured were of 
less than 4,000 population. 

“The premium plan has been suc- 
cessful with us,” he states, “chiefly 
because the premium selected was 
unique and attractive.” 

This was the proposition: the elec- 
tric percolator was priced at $9.95; 
down payment 95 cents and $1 a 
month for nine months. The 
Japanese luster-ware toast-and-tea 
sets cost Tucker 33 cents and had a 
retail value of $1 per set. Three 
sets were given free with each perco- 
lator and extra sets sold for $1 each. 
The extra sets were in great demand. 
Eighty per cent of the 320 bought 
one or more additional sets. A total 
of 1,490 toast-and-tea sets were sold. 
It will be seen, therefore, that the 
additional straight sales of approxi- 
mately 530 sets went a long way 
towards paying the cost of this offer. 

The terms of the offer permitted 


the purchase of as many extra 
“t-and-t” sets as desired after the 
electric percolator had ben ordered 
but denied the sale of these sets to 
people who would not buy a perco- 
lator. 

Because the premium was of it- 
self interest-compelling, it was pos- 
sible practically to eliminate news- 
paper advertising. Ten thousand 
circulars, distributed door-to-door by 
high-school boys who were paid a 
dollar a day, constituted the back- 
bone of the publicity effort. Window 
displays were a big factor in store 
sales. This counter business ac- 
counted for a majority of the orders 
although the regular force of outside 
salesmen found this proposition an 
easy one to sell. They received a 
commission of 10 per cent. 

Tucker summarizes his observa- 
tions like this: 

“The premium not only gave me a 
peg on which to hang a percolator 
campaign but it was a financial asset 
as well. I selected a high-class heat- 
ing appliance, selling normally for 
$8.50, marked it up to $9.95—which 
more than covered the cost of the 
premium—and made an added gross 
profit of about $300 on the surplus 
sets sold. I intend to repeat this 
proposition in a few months and 
know that I will more than double 
last year’s results.” 
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How Huston 


Sold 200 Washers 


in a working-class neighborhood 
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$31,300 gross business at a profit 
from suiting the sales argu- 
ment to the prospect’s need 


the floor at the rate of one every 

day and a half has become, for 
the last two years, a common occur- 
rence with the H. R. Huston Hard- 
ware Company, New Castle, Pa. It 
has, moreover, been signing these 
200 yearly contracts without the aid 
of outside salesmen save for a man 
to demonstrate the washer in the 
home of a store prospect. This 
company does not segregate the 
profits of its electric department but 
it has reason to believe that the net 
on its 1926 volume of $31,300 in elec- 
tric washers exceeded 8 per cent. 

A record such as this in these days 
of strenuous competition and of in- 
the-home selling is unusual and 
would naturally be attributed to an 
intensive and persistent newspaper 
advertising campaign or to other 
publicity stunts. But H. R. Huston 
spends less than $300 a year on ad- 
vertising. He is getting this busi- 
ness because he studied the charac- 
ter of his buying market and then 


G tne tor washing machines off 


framed sales arguments which would 
make the strongest appeal to the 
type of buyer with whom he had to 
deal. In his case, it was the mill- 
worker, the clerk and the wage- 
earner of moderate means, but with 
a large family, that constituted the 
majority of his prospects. 


He Analyzed His Sales 
Problems 


H. R. Huston is an analytical man. 
He also possesses a keen sense of 
salesmanship. Here is the logical 
manner, three years ago, in which he 
set about this matter of making 
money out of his washing-machine 
department. 

First he listed sales conditions in 
general as they appeared to him. He 
reasoned about as follows: 

(1) Sales resistance is the con- 
scious or unconscious opposition to 
the seller’s proposition. 

(2) To overcome this resistance 
takes time and money. 

(3) The closer sales arguments 
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fit into the needs of the families 
served by the dealer, the less sales re- 
sistance there will be; hence the 
maximum volume with the minimum 
cost and effort. 

What, then, asked Mr. Huston of 
himself, were his customers thinking 
about their clothes-washing prob- 
lem? He discovered that there were 
four points which he must be able 
to meet and overcome. They were: 


(1) The practicability of using a 
washer. 


(2) The speed of operation. 


(3) The thoroughness of the job, 
and 


(4) The cost of the washing ma- 
chine. 


With this clear understanding of 
what was needed, Huston studied his 
product and framed his sales argu- 
ments to bear particularly on the 
features of simplicity, durability, 
capacity and washing merits. He 
then trained his floor salesmen to 
emphasize particularly these argu- 
ments. 


Business Started to Grow 


Following the very first sale, there 
began a noticeable, steady increase 
in sales due to this “sold-to-local- 
specifications” policy, he declares. 
The demonstrations were such a 
pronounced success—measured by 
his customer standards—that sales 
resulted in 80 per cent of the installa- 
tions. 

The new owners would call in all 
the neighbors and show, by demon- 
stration, how their new machine 
worked. Not realizing, of course, 
that their enthusiasm was due 
largely to the fact that they had been 
sold by a strict attention to their 
special requirements and way of 
thinking. 

Huston does not depend entirely 
on synchronized salesmanship or 
store display to move his washers. 
He uses four painted bill boards—at 
a total cost of $37.50 per quarter- 
year and the well-known $5 coupon 
inducement for prospects. 


$25 Down; $10 Monthly 


Although the average weekly in- 
come of the people within the trad- 
ing area of the H. R. Huston Hard- 
ware Company’s. outskirt store 
ranges between $25 and $50 this con- 
cern demands $25 down and $10 a 
month. “Competitive terms from 
downtown merchants bother me not 
a bit,” he states, “because I sell my 
trade in a way that brings me into 
close and friendly relation with 
them.” 
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Twenty-three per 
cent of all lamp bulbs 
in homes today are 
unshaded—Selling 
opportunity in new 
decorative glass 
shades with universal 


holders 


three manufacturers have designed 
holders adapted for practically all 
types of residence fixtures in use 
today and other manufacturers, it is 
reported, while not ready at this time 
to make announcements, are working 
on similar shade-holding devices. 
Known as the universal holder, the 
new shade-holding devices are in- 
tended for use with all types of fix- 
tures, including the so-called “shade- 
less” or inverted ball-lamp fixtures, 
candle fixtures and those carrying 
24-in. shade holders with screw husk. 
Through the interchangeable feature 
of the new holder, the dealer is re- 
quired to handle one type of shade 
only to fit all needs, stocking the other 
special-type holders only as he sees fit. 
The holders illustrated on these 
pages represent the designs of three 
manufacturers. All of these holders, 
as has been mentioned, were designed 
























HE increase in efficiency and 

resultant intensity of light in 

the lamp bulbs now being made 
standard for home illumination has 
brought with it the necessity for 
shading these light sources. 

For several years, the popular 
types of fixtures have been sold with- 
out shades. These fixtures were 
equipped with ball lamps of relatively 
low efficiency, flame colored or heavily 
frosted, and not only had no shades 
but no holder to provide for shading. 
While these fixtures were never 
satisfactory from the illuminating 
standpoint, the light from the un- 
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for use with all types of residence 
fixtures now in use. 

Although slightly different in de- 
sign, all the holders are practically 
similar in principle. They are in- 


tended for permanent attachment to 
shaded ball lamps was not particu- 


larly hurtful or uncomfortable for Universal shade- 


holder of the Con- 


the eye. The use, in these fixtures, solidated Lamp & 
of the new inside frost lamps how- ada Te — 
ever, produces an eye strain and dis- €& 
comfort that people will try to avoid " 

by either using lamps of lower wat- 

tage or by limiting the hours of ne 


burning to a minimum. And in so 
doing, they will sacrifice the benefits 
of good lighting. 

The first step toward a _ con- 
centrated attack on the _ present 
unshaded light problem is the ap- 
pearance of a universal shade holder 
to support glass shades. To date, 
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Ivanhoe holder 
made by Ivanhoe 
Division, The Miller 
Co., Cleveland, Ohio. 





the shade by 
manufacturers, becoming an integral 


lighting glassware 


part of the shade. In this way, the 
shades are supported firmly and 
rigidly and there is no make-shift 
adaptation of the shade to the fixture. 
The holders are made for use with 40, 
50 and 60-watt inside-frosted lamps, 
the use of these higher - wattage 
lamps, with glass shades, bringing 
about proper and comfortable illu- 
mination. 

Through general use of the uni- 
versal holder, it is hoped, the renais- 
sance of the glass shade for home 
lighting will be brought about. New 
designs in lighting glassware are 
being offered by glassware manufac- 
turers, the new designs having 
distinct decorative qualities, to har- 
monize with the finest home furnish- 
ings. Two of the greatest handicaps 
to the glass shade were its unattrac- 
tiveness and breakage in transporta- 
tion. Both these factors have now 
been eliminated. Packing is done 
scientifically and the loss from break- 
age is extremely small. The quiet 
good taste of the new designs replaces 
the garish decorations of the old 
shades. The glass shade has many 
advantages and should rightly come 
into its own as a logical shade 
material. 

For the convenience of readers in- 
terested in the lighting glassware 
revival, there is listed below a direc- 
tory of residence glass-shade sources. 


Bayley & Company, 101 Park Ave- 
nue, New York City. 
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Consolidated Lamp & 
Glass Company, Cora- 
opolis, Pa. 

Gill-Virden Company, 
Philadelphia, Pa. 

Gillinder Brothers, 
Inc., Port Jervis, N. Y. 

Gleason-Tiebout Glass 
Company, 99 Commer- 
cial Street, Brooklyn, 
N.Y. 

Imperial Glass Com- 
pany, Bellaire, Ohio. 

Inland Glass Com- 
pany, 6101 West Sixty- 
first Street, Chicago, III. 

Ivanhoe Division of The Miller Com- 
pany, Cleveland, Ohio. 

Jeannette Shade & Novelty Company, 
Jeannette, Pa. 

Jefferson Glass Company, Follansbee, 
W. Va. 

Kopp Glass, Inc., Swissvdle, Pa. 

H.G. McFaddin & Company, 38 War- 
ren Street, New York City. 


Macbeth-Evans Glass Company, 
Charleroi, Pa. 

Phoenix Glass Company, Pitts- 
burgh, Pa. 


fr Shaded Light 


L. Plaut & Company, 4382 East 
Twenty-third Street, New York City. 

Seneca Glass Company, Morgan- 
town, W. Va. 


United Novelty Glass Manufacturing 


Company, 121 Prince Street, New York 
City. 


Holder by F, W. 
Wakefield Com- 
pany, Vermilion, 
Ohio, for use with 
inside - frosted 
lamps. 





























Frosted Lamps Must Be Shaded 


A Letter to 


NE of the best editorials I have 

seen in some time appeared in 
your January, 1927, issue in which 
you pointed out that there was 
little if any use in utilities or 
others refixturing with luminaries 
that provided no better illumination 
than those which were removed from 
the residence. I assume that you 
were taking a dig at bare-lamp fix- 
tures when you said this, and I do 
not believe that anything can be 
more true. In contrast with this, 
and in an adjacent part of the same 
issue, you gave the people at Joplin, 
Missouri, a great boost for the re- 
fixturing that they did with the bare- 
lamp luminaire. It is hard to recon- 
cile the two. 

To my mind it only perpetuates 
the loose thinking and confusion that 
has enveloped this subject all along. 
There is no doubt that the public in 
general considers frosted lamps to be 
diffusing sources and one hears every- 


the Editor 


where, when urging shaded lights, 
the comeback, “Why I use frosted 
lamps and don’t require any further 
shading.” I am afraid that there 
are plenty of utilities, lamp repre- 
sentatives and others (including 
yourselves) who are encouraging 
this thought in spite of the hard 
facts of the case; namely, that where 
the desirable brightness of light 
sources in a home is in the order of 
one-quarter candle power per square 
inch, yet the new line of inside 
frosted lamps have a brightness of 
around twenty candle power per 
square inch, and when used un- 
shaded, not only are injurious but 
make for a hard, sharp and cheap 
effect, all of which militates against 
good lighting service and against the 
industry itself. 
EDWIN D. TILLSON 
Testing Engineer, Com- 
monwealth Edison Com- 
pany, Chicago, III. 
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RADIO 






as a Kactor in central-station 
Merchandising 


ee ADIO is a vital factor in the 
R merchandising scheme of 
any central station because 

radio sets and certain radio acces- 


sories are load- 
building electrical 


Commonwealth Edison depends, in 
the main, on its store traffic as the 
best source for radio prospects and 
sales. It is devoting’ over 3,000 


“By the principle of conquering 
each day,” he replied. “I’m not in- 
terested so much in weekly or 
monthly records as I am, for ex- 
ample, in just what 
each man on the 





appliances of the 
first order. They 
will become even 
more so with the 
development of the 
direct-line tube,” 
declares E. A. Ed- 
‘kins, general man- 
ager of the Edison 
Electric Shops, 
Chicago. 

“During the past 
radio year, from 
March, 1926, to 
March, 1927, the 
Commonwealth 





How the Commonwealth Edison 
Company, of Chicago, profiting 
by three years experience, sold a 
total of $422,357 in radio sets 
and accessories in twelve months 


floor did on the 
eighth business day 
of March, 1927, as 
against the corre- 
sponding eighth 
business day of 
March, 1926. 
Therefore, the sales 
records are kept by 
numbered business 
days as well as by 
weeks and months. 
I appreciate that 
daily comparisons 
are not always con- 








Edison Company 
sold 1,061 radio re- 
ceiving sets. The total gross volume 
of the radio business from its main 
store in the ‘loop’ district and from 
its six branch shops during that 
twelve months was $422,357. Seventy 
per cent of this was written in the 
down-town store. 

“While it is not possible to deter- 
mine accurately the annual load rev- 
enue derived from the current these 
sets use, plus the added hours of 
illumination required by their 
owners, based on the average figure 
which appeared in the March issue 
of Electrical Merchandising, of one 
dollar a month per set, our company 
will gain a yearly income of $125,- 
000 as a result of these sales. 

“Using this figure as approxi- 
mately correct gives us the compari- 
son with other merchandise from the 
load building angle which is very 
favorable to radio. Out of twenty- 
four major lines handled by the Elec- 
tric Shops the load revenue from 
radio is exceeded by six items only.” 
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sq.ft. of valuable space in its down- 
town shop at Adams Street to this 
merchandising activity. Sets are 
arranged in groups according to 
their price ranges. One large table 
is covered with power units. An- 
other carries a lower-priced line of 
eliminators and miscellaneous acces- 
sories. This company does not sell 
parts for set-building purposes. 

Along the back wall are three, 
good-sized, demonstration booths. 
“It is not necessary for a utility, in 
my opinion, to give home demonstra- 
tions,” says Mr. Edkins. “The ex- 
planation that a company such as 
ours could not afford to handle any 
but the best and most reliable sets 
on the market and that the home in- 
stallation will unquestionably give 
much better results than those just 
heard in the booth, is sufficient.” 

“But how does a large utility in- 
spire its radio salesmen? How does 
it keep them keyed up?”, Edkins 
was asked. 





clusive but over a 
period of weeks, 
they mean much as 
a standard for measuring the prog- 
ress of a department. The value of 
daily comparison records is psycho- 
logical. It keeps the department on 
its collective toes all the time. Lick 
each day as it arrives and the 
month’s business will take care. of 
itself.” 

“What have you got to lick today, 
George?” is frequently asked of the 
head of the radio department. 

Such remarks as the following are 
of common occurrence under the day 
by day plan. 

“Well, I beat today a year ago by 
$20,” or— 

“T’ve got to do $1,300 today to 
break even.” 

The sales executives of the Com- 
monwealth Edison Company are con- 
vinced that radio will be more and 
more a legitimate and logical mer- 
chandising activity for the central 
station. In addition to its profit pos- 
sibilities there is the good will fac- 
tor and the angle of diversity of 
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lines which any live merchant who 
desires to increase his sales per cus- 
tomer cannot ignore. 

This utility maintains six radio 
service experts. Each is provided 
with a car. Each is assigned a dis- 
trict corresponding as far as prac- 
ticable to that served by the branch 
stores. These men report, however, 
to a service “dispatcher” whose office 
is in the Edison building on Adams 
Street. 

As soon as a set is sold in any of 
the Edison Shops the dispatcher re- 
ceives a delivery notice. All sets 
over $100 are delivered, connected to 
ground, aerial and batteries, and 
checked for operating efficiency with- 
out charge. It is part of the service 
man’s duties to perform these func- 
tions. 

Service men are not expected to 
sell but they are trained to suggest 
accessories which would improve the 
performance of the outfit. The 
names of interested customers are 
turned over to the sales department. 

The Commonwealth Edison Com- 
pany has run but one “sale” on radio 
sets since entering this activity. 
That was a standard set manufac- 
tured by a reputable concern and 
carried the double guarantee of the 
manufacturer and the central sta- 
tion. Over 300 of these sets were 
sold in a little less than fifteen days. 
This increased business was not 
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‘© A STRAIGHT commission 
on sales has never and 
will never attract the class 
of salesmen to represent the 
industry and maintain the 
high standing it deserves in 
the community. Therefore 
some other method must be 
used to attract and hold 
| these men, and I know of 
| no better way than to make 
| them feel that they are as 
| 
| 
| 





much a necessary part of 
the company as_ book- 
keepers and engineers and 
allow them to share in a 
portion of the increased rev- 
enue derived from their 
efforts in addition to a com- 
mission on the sale price of 
the merchandise sold. 








Attract Salesmen to Maintain High 
Industry Standing 


“This method of compen- 
sation encourages salesmen 
to sell merchandise that | 
means most to the com- 
pany. The revenue feature 
of this compensation plan 
will eliminate turnover in 
the department, which has 
always been a source of 
great expense. 

“The expense that is 
chargeable to operation is 
certainly negligible when 
the additional revenue and 
the value of close contact 
with customers are consid- 
ered.” 


C. L. DUNN 
General New-Business Manager 
Ohio Public Service Company, 


Cleveland 























taken at the expense of the other 
lines as the sales records showed 
that the volume of business in stand- 
ard sets and accessories was slightly 
above normal during the sales period. 
This sale increased store traffic and 
tended to put the radio department 
“on the map.” 

“Because of our company’s posi- 

















HILE we have no 

definite figures in re- 
gard to the operation of 
radio off the light lines, we 
estimate this will give a 
revenue of at least $1.25 per 
month, not considering the 
fact that it increases the load 
because people using radio sit 
up later at night. We feel 
that this is a real load builder 
and make every effort to sell 
these devices. 

I think that radio is a 
very desirable article of mer- 
chandise, particularly in view 
of the fact of its ability for 
building up load. However, 
it must be handled with con- 
siderable care with as short 
a line as possible, that is, not 








$1.25 Revenue per Month | 
from Radio | 


at 
| 


to carry a very large assort- 
ment of manufacturers’ | 
goods, but the line of some | 
manufacturer and be in a | 
position to render service, | 
which is a big factor in mar- 
keting a device of this kind. 


Radio has had its troubles | 
but since the Radio Bill has_ | 
passed Congress and broad- | 
casting will be done in a 
business-like manner, I think 
the sale of radio receiving | 
sets will greatly increase in 
volume and will become an 
essential addition to every 
home. 


DoRSEY R. SMITH, 


Manager Merchandise and Do- 
mestic Sales Consolidated Gas, 
Electric Light and Power Com- 
pany of Baltimore 








= 








tion in the community, I bear down 
on the rule that misleading state- 
ments as to what a set will do will 
not be tolerated. For this same rea- 
son, a new salesman must take an 
apprentice course through the acces- 
sory counter before he is permitted 
to advise a prospect concerning the 
kind of a set he or she should pur- 
chase. Because so many sets are 
Lought by women and because those 
women assume, and rightly so, that 
the Commonwealth Edison Company 
would not have any apparatus in its 
radio department that did not typify 
the best and latest obtainable, it 
must think first and last about the 
value of that confidence with which 
it is entrusted. Women take it for 
granted that they will be getting an 
operating set. What they seek first 
is appearance. ‘Will it look well in 
my home?’ is invariably the leading 
question.” 

To date, Commonwealth has been 
demanding 25 per cent with order 
and the balance over six monthly 
payments. “There is a tendency on 
the part of furniture, musical, and 
electrical houses to extend the terms 
of payment to ten months. This is 
probably due to the fact that radio 
is now more reliable and therefore 
more apt to stay put. If necessary 
we may eventually have to meet 
these terms but it is the policy of 
this company to be conservative in 
its time-payment concessions,” Mr. 
Edkins explains. 







































































Increase Appliance Sales dy 








A check list (show it to the architect) of wiring for com- 
fort, convenience and safety. The home builder will wel- 
come these suggestions which, installed, will prepare the 


way for substantial sales of appliances and _ lighting 


equipment. 













Refrigerator Control 


A switch should be placed in the 
kitchen or butler’s pantry to control 
the refrigerating system. This will 
save a trip to the basement in case 
the unit needs defrosting. Also 
switches should be installed in the 
kitchen to operate remote-control 
switches for the electric range and 
ventilating fan. 

2: 


Ironing Machine Outlets 


Install special purpose outlets or 
separate circuits in the kitchen as well 
as the laundry for the ironing ma- 
chine. In the Winter it is often de- 
sired to do the ironing in the kitchen 
and by installing an outlet for the 
ironer the chance of plugging a thou- 
sand-watt appliance on the lighting 
circuit is eliminated. 





Light Over Washer 


A ceiling or wall light should be 
installed in the laundry over the con- 
venience outlet to be used for the 
washer. This will insure proper light- 
ing of the washing machine when in 
use. 


2: 
Stairs Outlet for Cleaner 
A convenience outlet installed mid- 
way on each flight of stairs will make 
it handier to clean the stair carpets 


with the electrical cleaner. Many hall- 


ways are longer than an appliance 
cord. 


2: 
Flat-Iron Outlets 


The flat-iron outlets in the laundry 
and sewing room should include a 
pilot light to show when the iron is 
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on or off. Each iron outlet should 
also be provided with a special fused 
receptacle. In case of trouble with 
the iron the local fuse will blow with- 
out disturbing the main circuits. 


@Or: 
Wire for the Range 


Install a service large enough to 
take care of any electrical equipment 
including an electrical range. It will 
be only a course of a few years until 
rates in every city and town will per- 
mit ranges, electric water heaters, re- 
frigerators, oil burners, and electric 
radiators in every home. When this 
time comes the owner will have his 
service already installed and ready to 
connect to. 


@¢ 


Placing Iron Outlets 


Be careful to place all flatiron out- 
lets in proper relation to the light 
so that the ironer will face the win- 
dows with the cord coming from the 
operator’s right side. The receptacle 
should be placed about on a level with 
the ironing board, to give the freest 
use of the iron. There should also be 
a strong electric light to give proper 
illumination on the ironing board, iron 
and washing machine. 








Branch Circuits in Kitchen 


Install the branch circuit box in the 
kitchen and not in the basement in an 
inaccessible position. The  house- 
holder will then be able easily to 
replace blown fuses and will not be 
tempted to render the fuses useless 
by inserting coins or tinfoil in the 
fuse block. The 30-amp. entrance 
fuses should, of course, be placed near 
the entrance switch. 





Brackets in Kitchen 


In the kitchen always install at least 
one side-wall bracket over the sink 
and another over the range. Such a 
sink light will save much china break- 
age and speed the work. These 
brackets should be of the insulated or 
porcelain type, and should be equipped 
with insulated pull chains. 





Percolator Control from 
Bedroom 


Be sure to install three-way switches 
in the bedroom and kitchen controlling 
a convenience outlet in the kitchen. 
By this arrangement, the owner, while 
dressing in the morning, can start the 
coffee percolator, which was prepared 
the night before, by simply operating 
the switch. A pilot light should be 
located by each switch showing 
whether the circuit is open or closed. 

@¢ 


Kitchen Exhaust Fan 


Do not consider the kitchen com- 
plete unless you install an exhaust fan. 
You can sell it in almost every house 
for its manifold benefits. It keeps the 
cooking odors out of the house. It 
keeps the kitchen cool. It saves dete- 
rioration of hanging and upholstery. 
It may be used to ventilate the sleep- 
ing rooms on sultry nights by closing 
all downstairs windows and running 
the fan. This will make a current of air 
inward through all bedroom windows. 

a: 


Medicine-Chest Light 


A light, controlled by a door switch, 
when installed in a medicine cabinet 
is a safeguard as well as a convenience. 
It makes it impossible to open the 
closet door and take a “wrong bottle,” 
due to lack of light. . 
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Baseboard Light 


A baseboard light in the bedroom 
will illuminate the whole floor with- 
out causing any disturbing glare in the 
rest of the room. It is invaluable in 
nurseries where children are accus- 
tomed to going to sleep with a light 
in the room. 

@¢ 


Illuminated House Number 


An illuminated house number is a 
convenience that should not be over- 
looked. When friends are calling they 
will always find the right house with 
ease. It will also eliminate the answer- 
ing of the door bell for people who 
have the wrong address. 


€ 


| 
a 









Outlets for Cleaner and Lamps 


Make it a general rule to install 
duplex outlets in every room. The 
additional cost is very slight, and 
where the customer will not pay for 
duplex outlets, put them in anyway. 
They will leave a good will that more 
than offsets the cost. 

a: 


Lighting the Bathroom 


Be sure to consider the bathroom— 
a bracket light on each side of the 
mirror for the man of the house to 
shave by, an outlet for a shaving cup, 
and a baseboard receptacle for an elec- 
tric radiator. Also, be sure that all 
sockets are of porcelain with insu- 
lated pull chains, and that the wall 
switch is in a grounded switch box and 
equipped with a non-conducting, 
screwless switch plate. Remember 
that more electric accidents occur in 


the bathroom than in any other room . 


in the house. Explain this to your 
customers and tell them never to han- 
dle electrical apparatus while in the 


bath. 
<2: 


Pilot Lights 


Install a red pilot light or buzzer 
at the top of the cellar stairs so that 
it operates in the circuit with the cel- 
lar lights and reminds you to turn 
them off as you come upstairs. A sim- 
ilar arrangement may prove handy in 


the attic. 
2: 


Night-Light System 
A six- or twelve-volt night-light 
system with lights in the halls, stair- 


ways and bathrooms will be found to 
be one of the most useful of electrical 
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Wiring frConvenientUse 


conveniences. Automobile lamps and 
sockets can be used in connection with 
fixtures to produce the proper artistic 
effects. Current can be supplied from 
a small transformer. 

iy 


Three-Way Switches 


Place three-way switches at each 
entrance to the living room and din- 
ing room, as well as the halls. There 
is no reason why one should enter and 
leave these rooms by one door just 
because the lighting switch is located 
there. 

a: 


Ventilating-Fan Outlet 


A convenience outlet over the win- 
dow in the kitchen is a necessity. It 
will permit the easy and neat instal- 
lation of a ventilating fan in the 
kitchen window. 

as 


Outdoor Lights 


Outdoor lights installed under the 
eaves on each corner of the building 
not only make useful yard lights, but 
also serve as excellent burglar ‘lights. 
These lights should be controlled by 
switches in the master’s bedroom and 
at the front and rear entrances. 


a 
Outside Convenience Outlets 


Exterior convenience outlets should 
be installed at several locations on the 
outside of the house. These are very 
useful when Christmas and other holi- 
day decorations are being put up. 
They are also handy for lawn parties 
or outdoor gatherings in the evenings. 





For a Convenience 


Standard 





A duplex outlet every 
twelve feet of baseboard 









Low Voltage for Playroom 


Equip the playroom with three or 
four low-voltage convenience outlets 
in the baseboard, for the toy trains 
and electrically-operated toys. This 
voltage can be secured from a one-kva. 
variable-voltage transformer installed 
in the basement. By this arrangement, 
the possibility of fire and shock from 
children operating 110-volt apparatus 
is eliminated. 





Placing Meter Board 


Be sure that the meter board is 
placed so that the meter can be read 
by the lighting company’s man with- 
out entering the house. If the meter 
is to be installed in the basement, it 
should be so positioned that it can 
be read through a cellar window. Spe- 
cial “outside reading” meter boxes can 
be obtained which are so designed 
that they may be set into an outer 
masonry wall. With such a box the 
meter dials are visible from the out- 
side, while the connections, switch, 
meter and fuses are accessible only 
from within. 

oe 


Radio, Phone and Signal Cable 


Run a multiple-wire cable to each 
room for telephone, radio, and signal 
apparatus. It is often desirous to 
change the telephones from one room 
to another. The radio is wanted in 
every room in the house, and constant 
changes are wanted in the signaling 
apparatus. Give the owner the utmost 
flexibility from his installation. 

a 


’ 


Master Switch Control 


Suggest to the owner that he have 
a master switch installed at the head 
of his bed which will control the prin- 
cipal lights in the house, irrespective 
of the position of their separate 
switches. If there are too many lights 
to control by a four-way switch, a 
remote-control switch may be _ in- 
stalled. This will save the house 
Owner many a heart throb when he 
hears a noise downstairs in the middle 
of the night. 

a: 


Cove Lighting 


Cove lighting in the library adds a 
touch of restfulness and invites one 
to tarry among the books. Harsh 
direct lighting disturbs one’s concen- 
tration and destroys the beauty of a 
wall of books. 
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3,007 Red Seal Homes 
Show Spread of Better Wiring 


HE consolidated progress re- 

port shown on this page records 
the impressive growth in the 
acceptance of better wiring following 
the promotion of the Red Seal 
standard. A very great effect of 
local Red Seal promotion and one not 
shown by these figures is the im- 
provement of the average wiring 
job in those communities where Red 
Seal is being pushed. Because of 
Red Seal activity in these places, the 


public begins to appreciate the bene- 
fits of adequate wiring and the num- 
ber of outlets in the average home 
is increased in thousands of cases 
where the full Red Seal standard is 
not reached. 

The cumulative effect of this move- 
ment toward adequate wiring is 
brought out in some figures made 
public by the Society for Electrical 
Development. Better than any com- 
ment, these figures tell the story of 














Gunvstibeectl Red Seal Progress Report 


—————1927——._ Tolal Accumulated 
February YeartoDate 1926 —Totals to Date 
” ” ” a 2] 2) a 
E E ie § ey 
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$3 3 v £3 % oS) ge £& 3 2 Se 
@S SS BS SBS BS BE SB By 
F , as 38 as 38 ae as 38 ae 
Licensee License Date Te VS we eS W§ wa ws WE 
Syracuse......... Mar. 24, 1925 4 2 8 2 64 26 46 72 
Rochester........ April 10, 1925 20 10 42 23 226 101 167 += 268 
Niagara Frontier. April 15, 1925 MC 8 15 14 163 44 134 178 
Pittsburgh*...... May 7, 1925 61 15 77 41 351 234 194 428 
Louisville........ May 16, 1925 Ms xan Ayre a 42 6 36 42 
Detroit.......... June 4, 1925 23 13 32 26 254 127 159 286 
Hudson Valley* . July 20, 1925 4 4 15 7 144 (hl 88 159 
Grand Rapids.... July 23, 1925 ey 51 20 31 51 
Minneapolis...... Aug, 10,1925 .... 80 28 52 80 
Oy. re Aug. 11, 1925 3 5 79 38 46 84 
Le Aug. 14,1925... ors 210' 105 205 210 
A Oct. 17, 1925 7 14 2 43 29 28 57 
NOR. oss cocsks Oct. 23, 1925 ; ee 6 6 0 6 
Memphis........ Nov. 4,1925 .... oat 3% 34 0 34 34 
Youngstown..... Nov. 4, 1925 3 7 6 12 73 24 55 79 
California*....... Nov. 24,1925... 35 39 524 251 308 559 
Oak Park Illinois. Jan. 5, 1926 3 5 7 5 24 19 12 31 
DEUNCIC.... 2060s Jan. 29, 1926 . is 10 4 6 10 
os) ee Feb. 24, 1926 5 1 4 5 
La Crosse........ Mar. 1, 1926 1 ate 1 1 
Amsterdam...... Mar. 10, 1926 jas , 2 eee 2 
Schenectady..... Mar. 10,1926... 1 4 58 38 21 59 
AWE AGHAOR, «5 6 5. Mar. 11, 1926 2 3 2 6 25 12 15 27 
Milwaukee. . Mar. 12, 1926 - ae sete a ws = 
Saratoga-Ballston. Mar. 20,1926 ... ee 8 wee oe tt ee 
Kansas City..... Mar. 20, 1926 11 17 iby 47 50 14 64 
OT, i ar April 9, 1926 5 1 12 2 88 66 34 100 
Rhode Island..... May 7, 1926 4 1 14 1 39 21 32 53 
Ee eee June 14, 1926 wi os sgts pore 14 13 1 14 
Columbia, S. C... June 21, 1926 oon due ee 0 - gave save 
Chattanooga..... June 30, 1926 0 0 0 0 4 1 6 7 
Savannah........ July 27, 1926 2 0 0 0 2 2 0 2 
MPMNIBOI 6 oo Sse da Aug. 18, 1926 0 0 1 0 15 10 6 16 
& oT Sept. 9, 1926 0 4 3 4 a7 11 9 20 
Waukegan . Nov. 1, 1926 0 0 1 0 0 1 0 | 
Scranton......... Nov. 11, 1926 2 1 2 1 0 1 1 2 
Evanston........ Mar. 2, 1927 " “* 0 0 0 0 0 0 
Cre 157 74 309 189 2,698 1,362 1,645 3,007 

Canadian 

IMMERSED shes Sock nb od esG so caver dO 0-% 0 0 0 0 1,600 0 0 1,714 
RIM iors ise S46 88h oe 10 | 17 16 32 28 21 49 
IEE ois aso: avsdinnesnip aero 7 ‘ 0 0 150 0 0 0 


*Pittsburgh includes seven affiliated leagues. 
twenty-five operating districts. 


**Date to recent report. 


Hudscn Valley includes four leagues. 


California includes 


+ Blank spaces indicate report not received. 
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the spread of the idea and the in- 
crease in organization for Red Seal 
service and promotion: 

The plan is in operation twenty- 
four months. The first league to 
be licensed was the Syracuse Electric 
League, March 24, 1925. The latest 
league to be licensed is the North 
Shore Electric League, Evanston, 
Ill., February 2, 1927. The number 
of organizations licensed and operat- 
ing the plan: one year ago, eleven; 
at this date, seventy-three. Appli- 
cations for license in process six. 

There are 897 communities (500 
population or over) where the plan 
is in operation, and the population 
reached is approximately 16,000,000. 

The number of homes wired or in 
process of wiring Red Seal, on Dec. 
31, 1925, was 280. The number of 
homes wired or in_ process of 
wiring Red Seal, on Jan. 31, was 
2,800. Complete real estate develop- 
ments (embracing 5 to 100 homes) 
are being wired Red Seal by 
speculative builders. The type of 
homes wired Red Seal are: single 
dwelling type, 95 per cent, and 
multiple dwelling type and apart- 
ment houses (1 to 152 apartments), 
5 per cent. 

Two hundred and _ seventy-five 
thousand pieces of Red Seal premo- 
tional and operating material were 
distributed by the society. Red Seal 
advertisements and reading column 
copy in local newspapers: number of 
newspapers, 112; total column inches, 
51,000. Through the 1926 American 
Homes Bureau Supplement to 102 
newspapers, Red Seal information 
reached a circulation of 2,750,000. 
Fifteen Red Seal, outdoor illumi- 
nated, billboards (8 ft. x 24 ft. or 
larger) were used. 


Some typical installations in various 
cities are: 


Rochester—Red Seal requirements 
called for 1,409 outlets in twenty-five 
homes; 1,847 were installed. 


Detroit—4,567 outlets installed in 
forty-two Red Seal homes; this is 898 
over Red Seal requirements. 

Minneapolis—For sixty jobs, instal- 
lation is 16 per cent above Red Seal 
requirements. 

Youngstown—2,215 outlets installed 
in twenty-three homes; this is ten per 
cent above Red Seal requirements. 


St. Paul—Red Seal requirements, 
4,278 outlets in fifty-two homes; 
twenty-two per cent above this was 
actually installed. 


Atlanta—For sixteen homes, instal- 
lation is 124 per cent over Red Seal 
requirements. 

Buffalo—5,384 outlets installed in 
sixty homes; this is 1,199 over Red 
Seal requirements. 
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Electrical Merchandising’s 


lue Ribbon Selling Idea 
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Advertising to Both Members of the Buying Family 


A two-fold obligation rests on the sales- quently, the second obstacle has proved 


man of electric refrigerators; that of the harder to surmount. 


selling the woman of the household and With the hope of breaking down this 


then later of selling her husband. Fre- sales resistance in advance, the South- the other to the husband. 


, 





Letter Sent to Men 


Dear Mr. Sheridan: 


There is an electrical refrigerator in our office that we want 
you to see. Its beauty of design and simplicity of construction 
will appeal to you. ° 

It is an appliance that sooner or later you will want in your 
home. That it may be sooner rather than later, a simple sales 
plan has been devised so that any Edison consumer can begin 
enjoying electrical refrigeration at once. 

Drop in and ask questions. Look at the models on display. 
The women of the community already know about the many 
features of electrical refrigeration that no icebox can supply, 
but we want the men to know them too. Hence this letter. 

Will you come? 











Letter Sent to Housewives 


Dear Mrs. Sheridan: 


Electrical refrigeration—clean, cold and dry—is now within 
reach of all Edison consumers. 

Standard makes of electrical refrigerators have been carefully 
studied and from them several types have been selected which 
we recommend’and guarantee. You may see them at any of our 
offices. 

The prices are reasonable. If desired, deferred payments 
may be arranged. : ; 

We have done all that we can to give you the kind of refriger- 
ator yOy have wanted. Our representative will call in a few days 
and We are sure you will be interested in what he has to say. 

Very truly yours, 
District Manager. 





Cordially yours, 
District Manager. 
i - 


It has been found that sometimes the one and sometimes the other of these letters will 





— 
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bring the desired request for a call from the company’s salesman. 











ern California Edison Company devised 
two letters to be sent out previous to 
calls of salesmen—one to the wife and 
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Every room wired for radio 


Y PICTURING to Mr. and Mrs. Owner the use of 
electric wiring for home comfort and happiness, the 
contractor NOW before work starts, can sell an increase 
in the wiring contract—more convenience outlets, switches 
and wired radio. He can also sell lighting fixtures and 
electric range, refrigerator and laundry equipment, all 
installed and financed in the mortgage. 
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tising in 1927—1ndice os E 
this yeat to ish ev Thor ‘unmistakably, 
Eureka leaders the electric cleaner industry. 


In 42 months Eureka national. advertising alone 

_will reach the amazin, ‘total of 100,000,000 
« teaders with the story of Eureka “High-Vacuum” 
_—the famous chewed? ciple that won the 

Grand Prize at the Sesqui-Centennial Exposition 
— Eureka’s seventh — in international 
ae Saeiane 





















Now, more than ever, it will pay dealers 
who are interested in obtaining the largest 
possible electric cleaner business to investi- 
gate the Eureka proposition without delay. 




































backed by such a cleaner, Eureka dealers are sure 
to break all previous selling records, aod to set 
new profit records, too! 


| If you want to fall in line with a parade thar’ S 
_ going somewhere—and moving fast—write Or, 
wire the factory for an immediate interview with 
our nearest sales manager, who can give you de- — 
tails of the Eureka opportunity in your territory. 














EurEKA VaAcuuM CLEANER Co., Derroir, U. S. A 
Largest Manufacturers of Vacuum Cleaners in the World’ 


Canadian Factory, Kitchener, Ontario 
Foreign Branches: 8 Fisher St., London W. C. 1, 
58-60 a, St, ‘Syd 
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The famous Eureka “High-Vacuum”’ test—the 
easily demonstrated secret of Eureka’s superior 
efficiency which is responsible for the amazing 
success of the world’s foremost electric cleaner. 
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FULL 


Automatic 
Foot Control 


Let’s get this straight : — 


There is a vast difference between 
mere ‘foot control’? and the FULL 


AUTOMATIC foot 
new Perfection Elec- 
tric Ironer. 


The Perfection pedal 
is not a pressure pedal. 
It is simply an elec- 
trically operated 
“trigger”, and the 
slightest touch serves 
to engage or disen- 
gage the shoe in 
contact with the 
roll. 


The garment is 
placed in position, 
The pedal is only 
touched, and instantly 
the hot shoe moves 
against the revolv- 


ing roll with a pressure of 150 


pounds. 


Again the pedal is only touched. 
Instantly the shoe is released 


control of the 





























This is Full Automatic control. 
touch of the pedal gives contact; 
another touch gives release; and this 


and the garment can be removed. 


A 


simple operation re- 
quires no effort; 
absolutely no labor. 


Women appreciate 
this amazing ease of 
operation; this lack 
of effort on their 
part. It is one of the 
many original and 
exclusive features 
that enables dealers 
to sell the Perfection 
Ironer as the one 


that is ‘‘Five years 
ahead.”’ 


Or Cr 


This company extends 
merchandising and 


advertising support to dealers not ex- 


ceeded by that of any other manufac- 


turer. Resale franchises and authorized 


dealerships are being placed rapidly. 


Correspondence is invited. 


(9) 


PERFECTION APPLIANCE COMPANY 


2111 Lyman Place (at St. Aubin) 
DETROIT, MICH. 























fo : 
Perfection 


ELECTRIC IRONER 








When an FE lectragist Wires his 


Own 
Home 


a. usual result 
is an ideal plan. 
It is certainly the case 
with the new home of 
G. Fred Laube, on 
Winton Road, 
Rochester, New York. 


- aM tatty 
Outside wiring includes illuminated house 
number, yard lights at each corner under 
the eaves; two exterior convenience outlets for 
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Room ' 
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SECOND 
FLOOR, 
PLAN 

















use with illuminated trees—a Christmas cus- 
tom initiated by Mr. Laube and now adopted 
over the whole country. 

The entire house is wired for radio and 
intercommunicating telephones. The plan is 
also notable for the careful arrangement and 
ample use of three-way switches, so that one 
never need grope in the dark to turn on the 
next light. Dining-room wiring includes a 
floor outlet and permanently fixed push button 
controlling the call bell. 

In the kitchen there are five duplex conve- 
nience outlets, including one provided for the 
ventilating fan. Wiring on the second floor 
provides all uses for electrical comfort and 
safety. There are radio and telephone outlets 
in each bedroom and sleeping porch and a 
burglar light system controlled from the mas- 
ter’s bedroom and from the lower hall by 
three-way switches. 
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Detroit Co-operates 


to exhibit appliances 


On the first of the year there was 
opened in the Michigan Theatre 
Building, Detroit, Mich., under the 
sponsorship of the Detroit Edison 
Company, the Electrical Extension 
Bureau, and the local electrical appli- 
ance dealers, a permanent room for 
displaying electrical appliances under 
unbiased conditions. This elaborate 
exhibition is designed to encourage 
the unhurried investigation of these 
labor-saving devices. 

It is purely an educational exhibit ; 


‘nothing is offered for sale and no 


effort is made to sell merchandise. 
Salesmen or demonstrators from any 
dealer or manufacturer are not per- 
mitted on the floor. The exhibit is 
in charge of a paid manager and two 
women demonstrators. One model 
only of each line is displayed. 

The entire exhibit, according to 
H. Shaw, manager of the Electrical 
Extension Bureau, fills a much-felt 
want in Detroit in that it provides a 
place where the public may gather 
unbiased information about house- 
hold electrical things. 

Miss S. M. Sheridan, vice-presi- 
dent and sales manager of the 
Detroit Edison Company, is respon- 
sible for the conception of this idea. 


_ It reflects her judgment as to just 


how women like to view electrical 
appliances. “They like to go in and 
brouse around without fear of 
high-pressure methods,” says Miss 
Sheridan. 

During the first fourteen days the 
Electrical Exhibition was opened 
ninety inquiries were received about 


refrigerators and fifty-four concern- 
ing ironing machines. 

The rental is $12,000 a year. An 
advertising budget of $12,000 has 
been appropriated for 1927. It is 
estimated that the equipment, fur- 
nished by the central station, cost 
approximately $8,000. 





Sliding Price Scale Puts 
Over One-Day Sale 


During a one-day sale of warming 
pads held recently ‘by the Elmira 
Water, Light & R.R. Company, El- 
mira, N. Y., pads regularly listed at 
$8.50 were offered at a special sale 
price of $6.95. The company adver- 
tised that the first 
pad would be sold 
for $5.55 and the 
price of each suc- 
ceeding pad sold in- 
creased 5 cents until 
the sale price of 
$6.95 was reached. 
As a result, salesmen 
were kept pretty 
busy supplying pads 
for the first few 
hours to customers 
who wished to pur- 
chase as much below 
the sale price as pos- 
sible. Here was a 
real inducement to 
“buy early and avoid 
the crowd.” 
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This sliding scale of prices was 
as safe a “bet” for the central sta- 
tion as the old “penny for my first 
day’s work and the amount doubled 
each day thereafter’ plan of the 
sharp mathematician. Just twenty- 
eight sales were possible at prices 
below $6.95, representing a total re- 
duction of $20.30 below the sales 
price. This amount was profitable 
advertising. 


When the company runs cam- 
paigns of this kind, very often this 
same warming pad is started at 
$5.95 with the proviso that the price 
is to be increased 25 cents each hour. 
As a result many women phone their 
orders during the first hour of the 
sale. Both plans have about the 
same drawing power, according to 
D. K. Davis of the company’s sales 
department, though the first men- 
tioned plan results in sales at slightly 
higher average prices. 
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Electrical Detroit 
puts on a per- 
manent exhibit to 
encourage knowl. 
edge of electrical 
appliances. 
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Electrical 
Merchandising 


believes with James E. David- 
son, chairman commercial 
section, National Electric 
Light Association that 


“What the American household wants 
from the electrical industry is not raw 
kilowatt-hours, but help in washing, 
ironing, refrigerating, cooking, heating, 
cooling, lighting, and so on; human 
services that can be rendered only when 
the proper appliances are properly in- 
stalled and properly serviced.” 
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The Fixture Situation Concerns All 
Electrical Men 


OW often, in everyday life, do we find that the 
H very things which are essential or important to 
our existence, are the things that are “taken 
for granted’’—the things to which we give little or no 
conscious thought. 

The air we breathe, the solid ground we walk on, the 
sunshine we enjoy—these everyday necessaries are gen- 
erally overlooked and forgotten, while we bend our daily 
energies to other matters. 

Into somewhat the same human habit of complacency 
have fallen the electrical men of America, when it comes 
to the consideration of lighting fixtures. Indeed, for 
a generation lighting fixtures have been largely “taken 
for granted” by electrical men generally,—central- 
station executives and commercial managers, as well as 
contractors, and jobbers. The fixture industry has been 
treated as “outside the electrical family”—and little 
attention has been paid to the very channel through 
which flows the great majority of electricity consump- 
tion in the home today, and to accommodate which a 
very large part of all wiring equipment is sold and 
installed. 

For statistics show that 83 per cent of the electricity 
consumed in residences is used for lighting,—is con- 
sumed by lamps on fixtures. This figure is based on the 
recent survey conducted by the Association of Edison 
Illuminating Companies in representative communities 
served by its member companies. 

% * * 


ITH fixtures as the means through which a tre- 

mendously important part of our electricity output 
is sold, the lighting-fixture situation in any community 
becomes of the greatest possible importance to every 
local electrical man. 

The lighting company management wants to see the 
right kind of fixtures properly installed in all the new 
homes built from year to year,—wants quality fixtures 
and enough of them. It also wants to see the old fix- 
tures in present homes replaced with new fixtures, mod- 
ern in artistic design and modern in the application 
of illuminating science. And it wants to promote the 
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healthful fashion of “shaded light”—the concealment 
of glaring filaments and the proper direction of the 
light flux,onto the objects to be illuminated and away 
from the line of human vision. 

Fixture dealers have a very obvious interest in such 
a fixturing renaissance. Contractors have wiring jobs 
to sell, to supply such fixtures and to control them 
properly and conveniently. And the jobbers are con- 
cerned not only with fixtures but with all the facilities 
back of fixtures and wiring. 


The lighting companies, have a fourfold interest in 


promoting fixture sales and refixturing: These four 
interests are: i 


1. Load Building. Increase in kw.-hour con- 
sumption,—through adequate lighting, more 
fixtures, larger lamps, and shaded lamps. 

2. Public Relations. A friendly public opinion 
of the whole electrical industry can be built 
around a pleased “fixture consciousness” on 
the part of the public. 

3. Trade Relations. A friendly attitude on the 
part of the local trade can be created, as the 
trade prospers with the stimulation and guid- 
ance of the utility company. 

4. Merchandising Profit. Fixtures offer a larger 
profit margin than any other class of elec- 
trical merchandise. 





VERY central station can help promote fixture sales 

in many ways. Current newspaper advertising space 
can be shared with the fixture trade, to tell the mes- 
sage of fixtures. Probably $5,000,000 a year of news- 
paper advertising space is right now available for use 
in this way. Central-station display rooms can be used 
as central fixture exhibits, educating office callers and 
stimulating their interest in refixturing, as well as serv- 
ing as sample rooms for the convenience of local dealers. 
Monthly electric light bills could well carry the fixture 
story. And central-station booklets on appliance uses 





More Loan | 


Pus tic GoooWiie 
TRADE Goop Witt 


MERCHANDISING 
PROFITS 









might advantageously include pages on fixtures and re- 
fixturing, now in most cases omitted. And finally, the 
collection machinery of the utility might easily be 
applied to the installment selling of fixtures, a develop- 
ment in merchandising methods in which lighting fix- 
tures will undoubtedly follow the lead of all other types 
of goods selling in a similar price range. 

The electric lighting companies must certainly—in 
their own interests and in the interests of their local 
public and local trade,—take the initiative in establish- 
ing an appreciation of good lighting fixtures, the re- 
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placement of old fixtures, and the shading of bare lamps. 
These utilities have the prestige and the financial re- 
sources to handle the undertaking fully and completely. 
Theirs is both the direct and the continuing profit. And 
as they lead the way, all the other branches of the trade 
will benefit,—for contractors, dealers, and jobbers, as 


well as central stations,—all are concerned with the 
lighting-fixture situation. 





For the Dealer Who Wants to Keep 


His Costs Down 


N THIS issue appears a letter from an electrical 
if merchant analyzing his business of 1926 and stating 

his plans for an improved showing in 1927 based 
upon a study of his mistakes of last year. 

He believes the merchant who “does not make the 
profit he is normally entitled to is paying for the priv- 
ilege of being a merchant instead of getting paid for 
it” and that cost-finding is only of value as it is used 
to reduce and control future costs. This is the familiar 
budget system of retail operation so successfully used 
by leading retailers, and it is almost as essential in the 
proper guidance of a business as a compass is in the 
navigation of a ship—if you are to arrive safely at your 
destination in accordance with your planned desires. 

In submitting his experiences and future plans this 
merchant, who is even now making a more-than-average 
profit in his business, makes the plea that other elec- 
trical dealers follow his example, if “only ten” and that 
this magazine publish them in comparative form. He 
states “If I had the time to spare, and knew where I 
could find them, there is nothing I would like better 
than to make a trip around and sit down with other elec- 
trical dealers who would go over their figures and mine 
—compare notes and study methods. We need this sort 
of information and the only way we can get it is from 
one another.” 

He’s right. Electrical Merchandising is prepared to 
do its part. It is an axiom of football that a well- 
drilled team, playing as unit, is superior to a team of 


individual stars. In helping the other fellow, we help 
ourselves. 





Business Failures 
in the United States 


HE National Industrial Conference Board re- 

cently issued a chart which shows the comparative 

changes in the number of business enterprises 

and the business failures from 1895 to 1926, their 

distribution by major classes of business, and the 
periods when failures are most frequent. 

The number and severity of business failures measure 
the prosperity or depression of business generally. The 
frequency of failures in recent years is a composite of 
two distinct movements. There is a general advance in 
number as business enterprises multiply, and there are 
ups and downs as business is depressed or prospers. 

The chart shows that while the number of business 
enterprises has been increasing steadily in the last 
three decades, the number of business failures has also 
risen, but that on the whole the number of failures con- 
stitutes on the average about 1 per cent of the total 
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Savings Outweigh Installment 
Sales 


By IRVING FISHER 
Professor of Economics at Yale 
in New York “World” 


HE installment buying habit has_ in- | 
creased by only 8 per cent during 1925 
and 1926 (Portland survey), while savings 
deposits for the two-year period have in- 
creased by 17 per cent. With about $3,000,- 
000,000 of installment credits outstanding in 
1926, the savings banks of the country piled 
up deposits of more than $24,500,000,000 and 
the insurance written rose to $80,000,000,000. 


Now, installment buying is the reverse of 
saving. In the case of saving the person pays 
in cash but must wait a long time before 
he gets anything back, whereas the install- 
ment buyer gets all his goods at once, but 
they are not all paid for until the end of 
the time-period contracted. 


The immediately increased demand for 
goods thus stimulated by installment credits 
tends to send the price level up, but this is 
more than counterbalanced by the withhold- 
ing from the market by buyers at retail of 
an equal or greater amount which they add to 
savings deposits and life insurance. 


This accounts, in part, for the fact that | 
while the volume of sales during 1926 reached | 
record proportions, the purchasing power of 
the people increased, and there were no symp- | 
toms of inflation in trade. | 


number of enterprises. It shows also that failures of 
manufacturing companies are relatively small in num- 
ber, but large in liabilities, whereas jobber and dealer 
failures are large in number and small in liabilities. 












































Chat a While with Customers—It Pays 
Dividends 


NE essential to retail success lies in gaging the 
( ) size demands of your public, so as to have 

sufficient stock on hand but not to be overstocked. 
Tactful questions put to customers, will often enable 
the merchant to gage, with surprising accuracy, the 
demand for staples and even specialties. 

Along this line, one dealer offers another suggestion 
which he calls “selling the future.” Electrical appli- 
ance merchandising is very seldom a rush business. 
Customers like to have plenty of time to think before 
buying and salespeople usually have plenty of time to 
talk to customers. When a customer comes into the 
store to buy some small article, like an incandescent 
lamp this dealer tactfully draws attention to various 
appliances, not with a view of selling the article im- 
mediately, but just introducing the visitor to the retail 
stock offered. 

Several months later, that very customer may decide 
to buy a floor lamp or a vacuum cleaner and, remem- 
bering the pleasant courtesy with which she was shown 
such articles, she will return to that store. 
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ANSWERS TO QUESTIONS on the 






ational Electrical Code 


By VICTOR H. TOUSLEY 


Chief of Electrical Inspection, City of Chicago 
Member of Electrical Code Committee, N. F.P.A. 


Switch Before Fuse Not 


Always Required 


QUESTION: In replacing a fuse on 
a heavy motor circuit, the fuse is liable 
to blow when replaced if a short circuit 
or overload is still on the circuit. Does 
not the Code require a switch to cut off 
the current from the: fuse when re- 
placing? 


ANSWER: There is no rule of the 
Code which requires a switch ahead of a 
fuse in all cases. There are some rules 
in the Code which demand a switch such 
as: the switch at the service entrance, 
a switch to control every motor, a 
switch (or some form of switching de- 
vice) for every heater, a switch for 
every crane or hoist, a switch to control 
outline lighting, etc. 

There are, however, many instances 
where the rules of the Code require a 
fuse but do not require a switch, such, 
for instance as a point where a change 
is made in the size of wire, a distribu- 
tion panel for sub-mains, a distribution 
panel for power, or a branch-circuit 
distribution panel. In all of these latter 


cases, fuses are required but no switch © 


is demanded by the Code. 

In those cases where both fuses and 
switches are required there is only one 
instance where the Code demands that 
the switch must cut off current from the 
fuse, that of the service entrance switch, 
and even in the case of service switch 
there are exceptions to the general rule 
and the switch must not, necessarily, 
disconnect the service fuses. 

For panelboards, the Code allows 
either of two arrangements: “the fuses 
may be placed between the bus-bars and 
the switches, or between the switches 
and the circuits.” 

It will be seen that the Code does not 
yet require a switch ahead of every 
fuse, nor does it require that in all cases 
where both switch and fuses are de- 
manded, the switch cut off the current 
from the fuse. 

The rules of the Code are in a state of 
evolution. Not many years ago the 
Code ruled that in all cases where a 
switch and fuse were used in conjunc- 
tion, the fuse must protect the switch. 
The Code was originally based purely 
on fire prevention. The reason for this 
rule can, then, be plainly seen. In case 
of an accidental short across the live 
contacts of the switch, the fuse ahead 
of the switch would blow and thereby 
reduce the liability of fire. 

Gradually, however, the Code is as- 
suming more and more of the respon- 
sibility for the prevention of accidents 
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and it has gone so far as to require 
the service switch to cut off the fuses 
(with certain exceptions) and _ to 
permit, in the case of panelboards the 
switch to cut off current from the 
fuses. 

Some inspection jurisdictions have 
gone further than the Code and re- 
quire that all fused switches be so 
arranged that the switch will cut off 
current from the fuse. 

This tendency on the part of the 
Code to protect against accidents is 
indicated by the rule which requires a 
switch ahead of auto-starters and un- 
doubtedly, as the Code advances, more 
and more of accident preventive re- 
quirements will be introduced. 
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Various types of flexible cords as 
provided for by the Code. 





It is, without question, in many cases, 
a dangerous operation to replace a fuse, 
especially in the case of a main fuse, 
where no switch is provided to cut off 
the current. If a main fuse blows in 
a motor-distribution center, the elec- 
trician may throw the motor switch 
to the off position before attempting 
to replace the fuse but there is always 
the possibility of some one throwing 
this switch on again before the fuse 
has been replaced, particularly where 
the fuse center is located some distance 
away. 

The use of the safety-type switch 
which can be locked in the off position 
has safeguarded this hazard to a great 
extent but there are still many in- 
stances where a plant electrician is 
called upon to replace fuses on live 
circuits, and in all probability the rules 
of the Code will gradually be modified 
to reduce this hazard. 





Proper Flexible Cord 


for Portables 


QUESTION: A question has been 
raised as to the proper kind of flexible 
cord to use for portables. The National 
Electrical Code describes a number of 
different kinds of flexible cord. Where 
and under what conditions are the dif- 
ferent kinds approved for use? 


ANSWER: Flexible cords, as the 
name implies, are of flexible construc- 
tion and they are designed and intended 
to be used only where a flexible conduc- 
tor is necessary. It is a principle of the 
Code that their use be limited and 
restricted. 

If, for instance, it is necessary to sup- 
ply current to an ordinary floor lamp, 
the Code permits the connection between 
the floor lamp and the fixed outlet to be 
made with flexible cord. The Code as- 
sumes, however, that this fixed outlet 
shall be placed as close as possible to 
the position in which the floor lamp, or 
other appliance, is to be used. The Code 
does not contemplate that, because a 
flexible connection is required for the 
floor lamp, flexible cord may be run for 
any distance necessary to reach some 
available outlet. 

The use of flexible cords is confined to 
pendant lamps and to portables. The 
question of what may be rightfully 
termed a “portable” device is not easily 
answered. A portable device may be 
described as a device which from neces- 
sity or convenience may, in its use, be 
either frequently or occasionally moved 
about. A device of any kind which is 
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screwed to the floor, for instance, could 
not obviously be considered as a port- 
able device. An electric range which 
sets on the floor is generally too heavy 
to be moved about and so could not be 
considered as a portable. An electric 
plate which can be moved about and 
connected to various outlets is, of course, 
rightfully classified as portable. An 
electric refrigerator mounted on casters, 
although heavy, may be moved about 
for the purpose of cleaning and is fre- 
quently classed as portable. The in- 
spection department should be consulted 
wherever there is doubt of the proper 
classification of a particular device. 
Flexible cord should not be used for the 
connection of fixed devices. 


Flexible Cords Improperly Used 
Constitute Hazard 


Flexible cord represents a concession 
in the Code requirements. The insula- 
tion of the individual conductors is gen- 
erally thinner than on standard wires 
and the usual Code restriction as to in- 
sulating supports and protection from 
mechanical injury is waived. Flexible 
cord is accepted by the Code in recogni- 
tion of certain special conditions which 
must be provided for. 

The Code realizes that the improper 
use of flexible cords represents a real 
hazard and as the conditions under 
which its use is necessary vary, the 
Code has provided different types of 
cords to meet these conditions and has 
specified the particular condition under 
which each type may be used. 

That the improper use of cord repre- 
sents a fire hazard maye be verified by 
consulting the fire reports of any in- 
spection department. 

The Code classification of the various 
flexible cords follows: 

Type C is the ordinary lamp cord 
with two conductors, each with a cotton 
or silk cover, twisted together. It is 
generally used for pendants in dry 
places. It has a very restricted field for 
use with portables, although it is some- 
times used for desk lamps and similar 
devices. 

Type CB is known as Brewery cord. 
This cord consists of two conductors 
twisted together the same as ordinary 
lamp cord but each conductor is pro- 
vided with a moisture-proof outer cover. 
The Type CC, known as Canvasite cord, 
is the ordinary twisted lamp cord with 
the individual conductors having a silk 
or cotton braid and the whole covered 
with a moisture-proof outer cover. 
These cords are for use as pendants 
only in damp places. They are not ap- 
proved for portables. 

Type P is what is commonly referred 
to as “reinforced” cord. It consists of 
two individual conductors twisted to- 
gether and surrounded by a rubber 
jacket covered by a cotton or silk outer 
braid. This cord is designed for port- 
able devices used in dry places. For 
No. 18 the individual conductors are re- 
quired to have only a ¢z-inch rubber 
insulation. 

Type PWP known as moisture-proof 
reinforced cord is of the same construc- 
tion as the reinforced cord type P de- 
scribed above, except that the outer 
braid is moisture-proofed. This cord is 
for use with portables in damp places. 
This type of cord with its tougher outer 
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cover is generally used in preference to 
the type P cord unless appearance is 
essential. Like the type P, No. 18 cords 
may be made with only ¢:-inch rubber 
insulation on the individual conductors. 

Type PD or PO cords consist of two 
individual conductors each with a braid 
cover, the two conductors being grouped 
and covered by an outer braid of cotton 
or silk. In the type PD the individual 
conductors are twisted together and in 
the type PO they are laid parallel. 
These cords are for use in offices, dwell- 
ings and similar places where not liable 
to hard usage and is the type of cord 
more generally used in floor and table 
lamps. The type PO cord when used 
with portable lamp fixtures need have 
only ¢z-inch rubber on the individual 
conductors. 

Types S and SJ are known as hard- 
service cords and are a rather recent 
development in flexible cords. The dis- 
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tinguishing feature is an outer jacket 
of a very high-grade rubber compound 
of not less than 30 per cent rubber. 
These cords will stand a great deal of 
abuse and although somewhat more ex- 
pensive than the ordinary reinforced 
cords are coming into extensive use. 

The type SJ varies from the type S 
only in the thickness of the rubber 
jacket, the rubber being thicker on the 
type S cord. In both of these types of 
cord no braid is required either on the 
individual conductor or on the cord as 
a whole. 

The type S cord may be used for all 
general purposes in both dry and damp 
places and in addition may be used in 
theater stages, elevator lights and con- 
trol and in garages. This type of cord 
is also now being manufactured with 
the rubber jacket of various colors 
making it suitable for use where ap- 
pearance is important. 
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Inspectors and Inspections 


HE recent fire which occurred in 

a theater in Montreal, in which 
many lives were lost, brings very 
vividly to mind the subject of electrical 
inspections and the duty of electrical 
inspectors. The writer does not know 
the cause of this fire, but whether it was 
of electrical origin or not has no par- 
ticular bearing on the purpose of this 
article. ; 

Fires, accidents and fatalities of the 
nature of the Montreal catastrophe are 
not the result of a fire from any par- 
ticular cause but are the result of 
conditions entirely separate from the 
cause of the fire. Panic, the presence 
of children, insufficient or inefficient 
means of exit, improper apparatus to 
extinguish a fire, flames, gases and 
numerous other factors enter into the 
problem and are liable to be the deter- 
mining factors in the loss of property 
or loss of life. 

Most serious fires start from some 
minor, or more or less insignificant, 
cause. Thousands upon thousands of 
fires start each year in this country, 
and while, fortunately, not all of them 
result in disaster, any one of them 
may, with the proper conditions and 
surroundings, be the source of a 
holocaust. 

So far as the electrical inspector is 
concerned, his part in the picture is 
confined almost wholly to the prevention 
of a fire; to the prevention of any fire; 
to the prevention of all fires from 
electrical causes. So far as the in- 
spector is concerned anything that in 
his language is called a defect rep- 
resents a potential fire, a potential 
disaster. i ” 

It is unfortunate for the inspector 
that his work “does not show.” An 
architect may erect a building and that 
building when completed represents to 
the eye the accomplishment of an effort. 
The results of the inspector’s work are 
negative. The more he does, the better 
the quality of his work, the less the 
visible results. An inspector who 
works efficiently and diligently and 
thereby produces maximum results has 


few or no fires and has no tangible 
evidence of the effectiveness of his 
effort, and while he does not usually 
receive credit for his good work he is 
generally blamed when a fire occurs. 

It is easy to trace the cause of many. 
a disastrous fire to some simple elec- 
trical defect. There are several that 
easily occur to the mind of the writer. 
An arc lamp that caused the death of 
between seven and eight hundred peo- 
ple, an improperly used cord that 
caused the death of eight people, a 
defective piece of conduit work that 
caused the death of four, a defective 
portable lamp in a garage that caused 
a man to be burned to a cinder. Any 
inspector has in mind instances where 
a defect of some apparently unimpor- 
tant nature has caused a fire or an 
accident. 

And yet, suppose that an inspector 
should claim that through his inspec- 
tion and the elimination of some such 
“slight” defect he had saved the life 
of one or a hundred persons. His claim 
would be considered as an absurdity 
but still, so far as any one may know, 
it is absolutely the truth. 

All of which clearly points out that 
the inspector has a duty to perform 
and that he cannot, even for a moment, 
be lax in the performance of that duty, 
and that even though his work may not 
be very self-evident he has a respon- 
sibility to himself, his employer and to 
the electrical industry as a whole. 

The following report made but a few 
days ago and referring to a hotel build- 
ing filled with people is significant of 
this inspection problem. 


On investigating a fire at the 
above address, I found the rooms 
and halls wired with common lamp 
cord and with drop lights tapped 
off where needed. The fire was the 
result of a short circuit on this 
wiring and while in this case the 
fire was confined to the wiring, ] 
consider the condition hazardous 
and recommend cutting off this 
current at once 


Needless to state, the “current was 
cut off at once.” 









































































A Convenient Testing 
Outfit for Fuses and 


Lamps 


A handy testing outfit was made 
by W. H. Frederickson, Elizabeth, 
N. J., from the standard material at 
a very low cost. 

The various fittings were assem- 
bled with short pieces of conduit as 
shown in the accompanying diagram. 
The lamp and plug-fuse testing 
socket was made by removing the 
shell and hammering the threads flat 
on a piece of 34-inch pipe. This 
makes it possible to place the lamp 
or fuse in the socket without screw- 
ing. By substituting a brass disk 
about # inch in diameter, for the 
spring contact in the base of recep- 
tacle, and raising this disk by plac- 
ing fibre washers under it, the socket 
was made shallow enough to use it in 
testing candelabra-base lamps. 

The test plate for cartridge and 
knife fuses is made by fastening two 
copper plates to a 3-in. piece of fibre 
about 6 in. long. The plates should 
be separated about 4 in. The screws 
in the fibre should be countersunk to 
avoid a short circuit. By placing 
binding posts on the end of each 
plate, leads may be taken off for 
testing on the bench. 

The cost of the material for this 
outfit will not exceed $4. 
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This testing outfit is made of 
standard conduit fittings and will 
facilitate the testing of lamps, 
fuses and other equipment. Bind- 
ing posts are placed on the car- 
tridge fuse test plates, making it 
convenient to attach test wires. 





Meeting Emergency De- 
mands For Brushes 


Instead of keeping a large assort- 
ment of special brushes it will be 
found a profitable move if the con- 
tractor will keep on hand a few plates 
of carbon which can be readily ob- 














T THE 1927 annual meeting of the 
electrical committee of the National 
Fire Protection Association, held last week, 
it was decided not to print a 1927 Code. 
Many proposed changes, while deemed by 
the committee to be proper and desirable, 
were recommended for field trial, but their 
use has not been made mandatory by adop- 
tion, 





| The mass of new rules, while reasonably 
| well studied and considered, was believed 
by the committee not to have been suffi- 
ciently compared for conflict; but as it was 
desirable to offer many of the rules for field 
trial, the committee so recommended. 


| Among those rules may bse mentioned 
| the motor-wiring rules. All items now 
included in the National Electrical Safety 
| Code and which are not controversial have 
} been receiving the study of the commitcee 
| on safety and will probably appear in the 

next fire Code. Many of the reports of 

sub-committees were treated as progress 





No 1927 Electrical Code 
to Be Published 


reports. All but two of the regular mem- 
bers attended the meeting. 


It was decided by the committee that in 
future when any sub-committee shall reject 
a rule it will have to be reported. The 
subject of limiting the number of lighting 
circuits in a given area was discussed, but 
no definite action was taken. A progress 
report was presented on the grounding of 
portable devices, and the committee study- 
ing this subject was requested first to dis- 
pose of the recommended practice for in- 
dustrial plants before considering their use 
in the home, in order to expedice action and 
obtain results where most needed. 


One of the questions now being con- 
sidered covers the general problem where 
alternating current is superseding direct 
curreat in congested areas and transtorm- 
ers under the jurisdiction of the power 
company are being placed in the customers’ 
premises. It is iateresting to note that the 
committee has dropped the rules for series 
arc lighting as the need tor them has long 
since passed. 
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WIRING KINKS fo Shorten 


tained in 4 in. x 8 in. size and of 
almost any thickness. By cutting 
these plates of carbon, emergency 
calls for odd-size brushes can be met. 

Round brushes can be cut from 
flat stock and if care is taken they 
will be satisfactory in both appear- 
ance and service. 

In making a round brush from flat 
stock, cut a square brush of the re- 
quired length and a little larger than 
the diameter of the original brush. 

By cutting off the corners, an 
eight-sided or sixteen-sided piece is 
made. If a piece of sandpaper is 
folded over the brush and the latter 
turned, the surface will become 
round and smooth. 
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A rubber stamp is used to imprint 
this ‘diagram on every shop order 
for motor repair work in the Cali- 
fornia Electric Works, San Diego. 
It is an aid in assembling motors 
which have been worked on by 
several mechanics in the course of 
their repair. 





Rubber Stamp Aid in 
Reassembling Shop Work 


Motor-repair jobs often get sep- 
arated during their progress through 
the shop and then are difficult. to 
assemble, as no one mechanic has 
handled the completed article. In 
order to save time and to avoid mis- 
takes, the California Electric Works 
of San Diego has devised a rubber 
stamp which is affixed to the shop 
order for every motor repaired. This 
portrays a motor as viewed from 
the top and provides space for the 
recording of the various measure- 
ments and details which it will 
be necessary to know in the re- 
assembling. 

Among the important facts so 
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recorded are the pulley end and the 
dimensions of the pulley, the direc- 
tion of rotation, the side of the motor 
on which the push screws on the base 
are located, the side on which the 
feed wires enter the motor, the make, 
the number, the horsepower, the 
voltage, the speed and the phase. All 
this can be noted with a few strokes 
of the pen and in a few moments’ 
time. 

At the conclusion of the job, the 
information at hand enables any 
mechanic to assemble the parts, re- 
gardless of how many workmen may 
have handled the various details. 
Since this system has been in use, 
wrongly assembled motors and their 
consequent dissatisfied owners are no 
longer a problem of the establish- 
ment. 





Bell and Buzzer Operated 
Separately and Together 


A job requiring a bell and buzzer 
both operated from a switch on the 
front porch and a switch in the 
dining room operating the buzzer 


Buzzer 
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Transformer 
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By using a three-point push button, 
the bell and buzzer may be gene- 
rated from a six-volt transformer. 














only was worked out as shown in the 
accompanying diagram, by O. W. 
Lynch of Philadelphia, Pa. 

This method requires no series 
connections, thus giving the best 
service. One leg of the buzzer and 
bell is connected together and to 
the transformer. The other side of 
the transformer is connected to one 
side of the push button and to the 
center point of the 3-point push 
button. The other point of the push 
button and one point of the 3-p. push 
button are connected to one side of 
the buzzer. The other side of the 
3-point push button is connected to 
the bell. 
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A switch located near each chair 
in the barber shop controls the 
lamps in the sign for each barber. 
In this way, people on the outside 
can tell just what chairs are 
empty. 





Electric Sign for Club 
Barber Shops 


An electrical sign appropriate for 
use in connection with barber shops 
located in clubs and in public gath- 
ering places has recently been in- 
stalled by the Exchange Barber Shop 
of Oakland, California. 

The shop is located in the Builders’ 
Exchange Building and is largely 
patronized by members of the ex- 
change. In order to afford every 
convenience to those who do not wish 
to lose any time waiting for a spe- 
cific barber, an electric sign has 
been placed in the members’ room 
of the exchange which indicates 
what chairs in the shop are vacant 
at a particular time. 

This makes it unnecessary for 
members to look into the shop in 
order to ascertain whether a favorite 
barber is free and in saving them 
from any embarrassment tends to 
make additional patrons. 





Two Circuits Controlled 
by a Pair of Three-Way 
Switches 


On a job recently wired by J. W. 
Wood of Syracuse, N. Y., the plans 
required a long line of lights op- 
erated by two circuits and controlled 
by a three-way switch at each end of 
the line. This installation was made 
as shown in the accompanying 
diagram. 

A wire supplying one of the three- 
way switches was run from the out- 
side wire of the main switch. The 
other three-way switch was fed by a 
wire connected to a feeder terminal 
of each circuit block furnishing the 
lights controlled. Care was taken to 
run these switch feeders in a wire 
of sufficient size to carry the cur- 
rent of two circuits. 


Balanced Circuits on Other Side 
of Three-Wire Service 


The two circuits of lights were 
connected directly ta the fuse blocks 
and the runners connected to the 
three-way switches This system 
should be connected to the 110-volt 
side only and should therefore have 
balancing circuits on the other side 
of a three-wire service. 

A diagram showing the wiring of 
the circuits and switches is repro- 
duced below. 


HOV“ POV 
3-wire service 
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A switch near each chair 
controls the lamps in the sign 
for each barber. In addition, 
four lamps at the top provide 
a general illumination for the 
name. 
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Two circuits may be operated from 
a pair of three-way switches as 
shown in this diagram. Care 


should be taken to run the switch 
feeders in a wire of sufficient size 
to carry the current of two circuits. 
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Portable Time Switch 
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The G. & S. Research Laboratory, 
1269 Cochran Avenue, Los Angeles, Cal., 
is introducing its ‘“Go-N-Set’” time 
switch in a new portable 10-amp., 125- 
volt model. No special wiring is re- 
quired for the use of the switch for it 
may be plugged into any outlet like 
other electrical appliances. 

Numerous uses can be served in store, 
house, apartment, hotel, chicken ranch, 
etc., by the portable feature of the new 
switch, eliminating the need for special 
wiring and making available a time 
switch that can be used in various ap- 
plications as need arises. 

















7-Tube Lamp Socket Receiver 
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The 2-dial, 7-tube receiver illustrated, 
is made by the Sovereign Electric & 
Manufacturing Company, 1744 South 
Ogden Avenue, Chicago, Ill. It is com- 
pletely shielded and operates directly 
from the house current, using the 
“Sovereign” a.c. tube. The chassis 
measures 94 in. x 29 in. x 124 in. and 
is finished in walnut or in red or green 
lacquer. Intended retail price, in wal- 
nut, complete and ready to operate, 
$325; in lacquer finish, $360. 





Agitator-Type Washer 
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The “Keystone” washer distributed by 
the Keystone Washer Sales Company, 
510 Pennsylvania Building, Philadelphia, 
Pa., is of the agitator type, the agitator 
being made of aluminum with two large 
polished wings. The tub is of heavy cop- 
per, nickel plated on the inside. It is 
self-draining and self-cleaning, and has 
flat top copper cover. The aluminum 
wringer has 12-in. rolls and swings in all 
positions. It is equipped with instant 
safety release which can be operated 
with either hand. 

The motor is a 3-hp. Westinghouse 
and is direct-connected. The machine 
has positive worm drive, the worm shaft 
having ball bearing end thrust. The 
agitator shaft runs on ball bearings in 
oil. All gears, bearings and moving 
parts are enclosed in one case and run 
in oil. The control lever is located ut 
top of tub, convenient to the hand. The 
machine requires only 24 in. of floor 
space. Intended retail price, $155. 
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Electric Vacuum Lawn Mower 
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“Elvacut” is the name of an elec- 
trically driven lawn mower made bv 
H. C. Dodge, Inc., 32 Alger Street, Bos- 
ton, Mass. Five rotary cutters, each 
with two cutting blades, are made to 
revolve over 5,000 times per minute. 
The cutters are designed to not only cut 
the grass but actually suck the grass 
into contact with the cutting blades. 
The machine cuts a swath 17 in. wide 
and is adjustable for height of cut. 

The motor is a Westinghouse univer- 
sal. The machine is constructed largely 
of aluminum to secure light weight. It 
weighs but 30 lb. The intended retail 
price, including grass catcher and heavy, 
rubber-covered 100-ft. cord, is $78.50, 
f.o.b. Boston. 

















Self-Operating Talking 
Machine 
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An hour of music, without changing 
a record, is afforded by the new Auto- 
matic Orthophonic Victrola introduced 
by the Victor Talking Machine Com- 
pany, Camden, N. J. 

Twelve records—one filling of the 
record magazine—are played consecu- 
tively, after which the machine auto- 
matically shuts itself off, requiring no 
attention whatever beyond the placing 
of the records and setting the machine 
in operation. The electric motor which 
drives the mechanism is started by push- 
ing a starting lever at the side of the 
turntable. 

While the instrument is operating «as 
an automatic talking machine, any 
record may be ejected from the turn- 
table at any desired point in the music, 
by a slight pressure of the “reject’’ 
button. 

Hither 10-in. or 12-in. records may be 
used in the record magazine, but the 
two may not be mixed, an index lever 
being set for either 10-in. or 12-in. 
records, as the case may be. Tungs- 
tone needles, which will play many 
records before it is necessary to change 
them, are used in this automatic in- 
strument. The sound-reproducing sys- 
tem is the Orthophonic Victrola, intro- 
duced in the fall of 1925. 
































Electric Air Heater 
Electrical Merchandising, April, 1927 


Occupying no more space than the 
ordinary steam radiator and much more 
attractive in design and finish, the new 
“Slyker” air heater of Schleicher, Inc., 
Gary, Ind., is made to harmonize with 
home interiors. 

The heater is portable, for use in any 
room in the house, operating from any 
heavy-duty outlet. The heating element 
consists of stainless metal ribbon curls 
mounted on porcelain racks, the curls 
operating at steam temperature. The 
heater is built entirely of steel and is 
equipped with humidifier to provide the 
proper moistura The top of the heater 
covers the water pan. Period designs 
may be had, with the entire surface 


enameled in walnut or white. Special 
sizes, ratings or finishes may be had. 
Sizes range from 22 in. long, 20 in. high 


and 12 in. wide to 40 in. long, 32 in. 
high and 12 in. wide, with a price range 
of from $75 to $125. 




















Refrigerating Unit 
Electrical Merchandising, April, 1927 


Many unusual features are_ incor- 
porated in the new refrigerating unit 
brought out by the Mechana - Kold 
Corporation, Bay Shore, N. Y. The ma- 
chine is of single-cylinder type, using 
methyl chloride for refrigerant. It is 
cooled by cellular type radiator, similar 
to the type used in aeroplane construc- 
tion. Because of its extreme length of 
stroke, compared to its small bore, the 
machine, the manufacturer points out, 
is practically noiseless in operation. It 
is full ball bearing and is driven by 
means of a “V” belt. 

The freezing unit, being sectional, can 
be adapted to use in small and large 
cabinets and, by means of the _ re- 
arrangement of the individual cast sec- 
tions, can be used in commercial boxes 
and ice cream cabinets where cubes are 
not required. For ice cream cabinets, 
brine or alcohol is dispensed with and 
direct expansion employed. By another 
re-arrangement of the cast freezing sec- 
tions, water for drinking purposes may 
be cooled for commercial use. : 

The motor compressor unit occupies 
a baseplate of but 22% in. long and 10 
in. wide. A standard 3-hp. universal 
motor is used. Household type units, it 
is expected, will be priced at $200, in- 
cluding the machine and compressor, in- 
stalled and serviced. 
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Porcelain Enameled 


Refrigerator Cabinet 
Electrical Merchandising, April, 1927 

Illustrated is one of the models in- 
cluded in the new line of all-white 
porcelain enameled Armco iron cabinets 
for electric refrigeration made by the 
Benjamin Electric Manufacturing Com- 
pany, 120 South Sangamon Street, Chi- 
cago, at its Crysteel Works. 

The Crysteel cabinet is made in a 
variety of sizes to meet the requirements 
of families ranging from three to sixteen 
persons and will accommodate prac- 
tically any make of electric refrigera- 
tion unit on the market. 

Both inside and outside of the cabinet 
are porcelain enameled. It has full 
rounded corners with black enameled 
edges—a pleasing contrast to the solid 
whiteness. The lining is seamless. 
Prices range from $120 to $400. 

One of the features is a dome light 
which illuminates the food compart- 
ment and is controlled by a toggle 
switch, 



































Kitchenette Range 
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For kitchenette and light housekeep- 
ing use the Standard Electric Stove 
Company, Toledo, Ohio, is offering its 
Model 4012 range, illustrated. This 
small range, designed primarily for 
kitchen cabinet installation is a two- 
burner hotplate with oven, one of the 
surface burners being necessarily used 
as the lower oven burner. The oven 
may be placed at right or left side. 
Each burner is rated at 800 watts and 
the two hotplate burners are controlled 
by 3-heat switches. The upper oven 
burner is single heat and is operated by 
plugging into a wall receptacle. The 
connected load is 1,600 watts, figuring 
only the two burners of the hotplate. 
These burners may be used with the 
oven removed or with the portable oven 
over one hotplate. The base or hotplate 
section is 12 in. by 22 in. The oven sec- 
tion is removable and easy to handle. 
It has an upper burner of 800 watts and 
its equipment includes two racks and 
a broiler pan and rack. The finish of 
the oven section is black enamel with 
— porcelain door panel and nickel 
rims. 






































Household Floor Polishing 


Machine 
Electrical Merchandising, April, 1927 


For household use the Campbell Ma- 
chine Company, Wollaston, Mass., has 
brought out its new “Junior” floor 
polisher. This small-size polishing ma- 
chine weighs but 26 lb. and is as easy 
to handle as a vacuum cleaner. It is 
equipped with 4-hp. G-E motor, Morse 
silent chain drive, RIV ball bearings 
driving a 6 in. x 4 in. bristle polishing 
brush, all-aluminum casting, solid rub- 
ber-tired wheels with bronze bushings, 
adjustable handle that can be raised or 
lowered to any height and 25 ft. of elec- 
tric cord. Intended retail price, $75. 





Safety Heater Cord Set 
Electrical Merchandising, April, 1927 


By protecting and reinforcing plug 
connections at both ends of the cord, by 
means of rubber handles, the Ericson 


Manufacturing Company, Cleveland, 
Ohio, has developed a safety heater 
cord for use with the various electrical 
appliances. 

The handles are made of flexible rub- 
ber, providing absolute protection to 
the user, reinforcing the weakest part 
of the cord and providing a handle for 
attaching and detaching the cord from 
the appliance and outlet. The handle 
also serves as a protector to both plugs, 
preventing breakage in instances when 
they are accidentally dropped. The in- 
tended retail price of the cord set is $1.75. 


Refrigerating Unit 
Electrical Merchandising, April, 1927 

Described by its manufacturers as 
one of the smallest double cylinder ma- 
chines made is the “Iceland” refrigerat- 
ing unit of the Iceland Machine Cor- 
poration, Babylon, N. Y. 

The complete outfit consists of two 
separate units, connected by two copper 
pipes—the outside machinery, com- 
prising one double-cylinder compressor 
with a 3-hp. motor, electric fan and 
air-cooled radiator, and the inside freez- 
ing unit, made of copper and filled with 
a non-corrosive alcohol solution, sealed 
and requiring no refilling. The com- 
pressor unit may be installed in the re- 
frigerator or in some remote location 
while the freezing unit is placed in the 
ice compartment of the _ refrigerator. 
The freezing trays, which are placed 
inside the ‘freezer,’ are made of 
aluminum. Each tray holds 18 large 
ice cubes or 1 qt. of frozen dessert. The 
partition forming the cubes is removable. 
Intended cost of the machine, installed, 
is about $175. 





Absorption-Type Refrigerator 

Electrical Merchandising, April, 1927 

Operating on the absorption system, 
the ‘‘Ice-O-Lator” made by the Winches- 
ter Repeating Arms Company for_the 
National Refrigerating Company, New 
Haven, Conn., requires no motors or 
compressors. An electrical heating 
element operates the generating unit in 
the model illustrated which is a self- 
contained model with 54 cu.ft. of food 
storage capacity. Gas-heated models for 
remote installation, with food capacity 
of from 54 to 12 cu.ft., may also be 
had. These models are equipped with 
two, four or six trays, according to the 
size of the unit, each tray accommodat- 
ing fifteen ice cubes. The exterior of the 
cabinet is white enameled wood or 
enameled steel while the interior is 
pd enameled steel and fused por- 
celain. 




















Shallow Well Pump 


Electrical Merchandising, April, 1927 


A 400 gallon an hour low-priced shal- 
low well pump has been announced by 
the Delco-Light Company, Dayton, Ohio, 
subsidiary of General Motors, and 
maker of Delco-Light plants and pumps. 
It is designed for dairies, large farms, 
school houses, outlying garages, and 
large meeting houses where an _ un- 
usually large amount of water for do- 
mestic use is required. 


’ 

Household Water System 

Electrical Merchandising, April, 1927 

The Dayton Pump & Manufacturing 
Company, Dayton, Ohio, is announcing a 
new model household water system, the 
No. 40 “Unisystem.” This new system 
is but one of a complete range of sizes 
from the Dayton “Cub” at 200 gal. per 
hr. capacity to the “Freshflo” deep well 
units with capacities up to 1,000 gal. 


per hr. 

The Model 40 system is complete. It 
includes a 30-gal. galvanized tank, and 
the entire system is mounted on a neat 
base. 
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Percolators with Spray-Top 
Pump 


Electrical Merchandising, April, 1927 


All of the four percolators that make 
up the ‘‘White Cross” percolator line of 
the National Stamping & Electric 
Works, 3212 West Lake Street, Chicago, 
are now equipped with a new patented 
spray-top fountain or pump. By means 
of this new pump, boiling water is uni- 
formly sprayed over the entire surface 
of the coffee. The percolators are made 
of aluminum and come in 4-cup, 6-, &- 
and 9-cup sizes, with an intended retail 
price range of $3.70 to $5.80. 





Heating Pad 


Electrical Merchandising, April, 1927 

Characterized as “the pad you can 
fold up like a handkerchief” is a new 
electric heating pad of the Eagle Elec- 
tric Manufacturing Company, 59 Hall 
Street, Brooklyn, N. Y. The element in 
this pad, it is explained, is woven on 
a loom—Nichrome wire and fine 
asbestos, woven into a flexible asbestos 
mat the full size of the pad. Features 
of the pad are its softness and flex- 
ibility, automatic thermostat, the cord 
plug and switch connected to a corner 
of the pad and the rubberized fabric 
cover which is furnished with every 
three-heat pad. The pad is made in 
three types: No. 350, 3-heat, 12 in. x 
15 in., tan eiderdown cover, $7.50; No. 
351, single-heat, 9 in. x 12 in., tan eider- 
down cover, cord switch, $4.50; and No. 
352, single-heat, 9 in. x 12 in., checkered 
Fry and tan cover, no cord switch, 
$3.50. 





32-In. A.C. Ceiling Fan 


Electrical Merchandising, April, 1927 

Because of its small size and at- 
tractive appearance, the new HA 382-in. 
ceiling fan of the Peerless Electric Com- 
pany, Warren, Ohio, is suitable for 
home as well as for office installation. 
It is made for use on alternating cur- 
rent only. The finish is French grey 
enamel with duralumin blades. A light- 
ing fixture attachment may be furnished 
in place of the starting switch at no 
extra cost. Intended retail price, $40 
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Combination Ice Cream and 
Bottled Goods Cabinet 


Electrical Merchandising, April, 1927 


The Nizer Corporation, Detroit, Mich., 
is marketing a new cabinet—a combina- 
tion ice cream and bottled goods cabinet. 
It is made in two sizes, for 10 gal. and 
for 20 gal. of brick or bulk ice cream 
and with storage compartment at the 
right temperature for bulk milk, bottled 
goods or both. 

The Model E compressor used with 
the cabinet is air cooled, with high re- 
frigerating capacity of 215 lb. It is 
operated by a 4-hp. motor and is made 
for use on the ordinary a.c. or 4d.c. 
lighting circuit, no special wiring being 
required. 




















Horizontal-Type Fan 
Electrical Merchandising, April, 1927 

Adapted from its successful use as a 
dining car fan to more general use in 
banks, stores, offices and in the home 
is the “Safety Fandolier’ of the Safety 
Car Heating & Lighting Company, 2 
Rector Street, New York City. The 
fan is designed to provide a gentle, 
intermittent breeze, without draft, and 
to control the movement of air in direc- 
tion, velocity and frequency. 

The motor, a six-blade propeller and 
an air deflector make up the operating 
parts of the fan. The air deflector con- 
sists of two groups of parallel planes, 
disposed at such an angle to the air 
propeller as to direct the air movement 
into the form of a cone. The speed of 
this deflector is so regulated, it is ex- 
plained, that every point within the 
conical range receives an air movement 
twenty times per minute. The fan is of 
steel construction throughout. lLubrica- 
tion is necessary only at intervals of 
six months and grease is retained in the 
bearings. No grease can drop from 
the fan. 

The ‘Safety Fandolier’ is made to 
operate on any standard voltage. The 
average speed is 1000 r.p.m.; air deliv- 
ery about 1,850 cu.ft. per minute; cur- 
rent consumption, 63 watts. Pedestal, 
ceiling and bracket types of the fan are 
offered, as is also a combination light- 
ing fixture and fan. Pedestal and ceil- 
ing fans have 16-in. blades; the bracket 
fan has 12-in. blades. The ‘‘Fandolier”’ 
may be had in plain and decorative 
models. 
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8-Cup Percolator 
Electrical Merchandising, April, 1927 


Incorporated in the new No. 99 per- 
colator of the Waage Electric Company, 
5100 West Ravenswood Avenue, Chi- 
cago, is a spray-type pump through 
which the water is sprayed into the 
coffee basket, extracting the flavor 
from the coffee, similar to the French 
drip process. The percolator is rated 
at 440 watts and is made of aluminum 
in paneled design. The cupped base of 
the spray-pump, when inverted, with 
basket removed, serves as a_ small 
funnel, the manufacturer points out. 
The intended retail price is $6. 








Stop-Light Flasher for 


Automobiles and Traffic Signals 
Electrical Merchandising, April, 1927 


“Stopit” is the cartridge type stop 
light flasher made by the General Ap- 
pliance Corporation, 120 Eighth Street, 
San Francisco, Cal., manufacturer of 
“Gacor” products. The flasher is 
designed to give a continuous quick flash 
to the automobile stop light upon ap- 
plication of the foot brake. It can be 
made to flash any light on the car or 
two lights on the same line by splicing 
the flasher into the line that leads to 
the light or lights in which the flash 
is desired. Among other uses it makes 
a good taxicab “empty” signal or an 
animated radiator cap display. The 
flasher is finished in nickel plate and is 
atte The intended list price is 
1.50. 





Household Ice Cream Freezer 
Electrical Merchandising, April, 1927 


Announcement is made by the Alaska 
Freezer Company, Inc., Winchendon, 
Mass., that the Alaska household elec- 
tric freezer is now being made in 6-at., 
8-qt. and 10-qt. sizes in addition to the 
2, 3, and 4-qt. sizes which have here- 
tofore been available. The motor unit 
on the 2, 3 and 4-qt. sizes develops 
approximately § hp., the company ex- 
plains, while the motor unit on the 6, 8 
and 10-qt. sizes develops approximately 
4 hp. The freezers are regularly 
equipped with 110-volt universal motors, 
although 220 and 32-volt motors may 
be had if desired. The intended prices 
on the freezers are: 2, 3 and 4-qt., $45 
on: 6-qt., $90; 8-qt., $95; and 10-cat., 
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Laundry Box 
Electrical Merchandising, April, 1927 

For use in apartment building base- 
ments where the light in the laundry 
is carried on tenants’ meters instead 
of building meters, the Roach Appleton 
Manufacturing Company, 3440 North 
Kimball Avenue, Chicago, has brought 
out a new “Raco”’ Duplex laundry box. 
This new type of box is intended to take 
care of plug contact from the light as 
well as plug contact from the washing 
machine at the same time, both  re- 
ceptacles meeting the latest require- 
ments as to polarity. 

The plate carrying the receptacle is 
easily removed for wiring by taking out 
one screw and the box is provided with 
a cover and hasp to be locked with pad- 
locks provided by the tenants. 























Outlet Hanger 
Electrical Merchandising, April, 1927 

The Mid-West Metal Products Com- 
pany, Muncie, Ind., announces that it is 
now licensed to manufacture the Type A 
Peerless outlet hanger. The folding 
construction of the hanger assures easy 
installation and permits its use in a 
hole as small as 14 in. in diameter. The 
new toggle bolt construction is intended 
to make the Type A hanger self-aligning 
and to insure straight hanging of the 
fixture. The device can be used with 
any standard outlet pan or box. 





Wall Bracket Support 


Electrical Merchandising, April, 1927 

A special wall bracket supporting 
attachment for switch boxes has been 
brought out by the Globe Technolian 
Corporation, Reading, Mass. The new 
device is designed to accept insulating 
joint, reducing bushing, standard nip- 
ples and hickey and is claimed to be a 
practical time saver. 
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Motor-Driven Howler 
Electrical Merchandising, April, 1927 

A motor-driven weatherproof howler 
that can be heard where gongs, buzzers 
and other vibratory signals would be 
drowned out has been brought out by 
the Benjamin Electric Manufacturing 
Company, 120 South Sangamon Street, 
Chicago. This howler, it is explained, is 
not a siren but gives a steady blast 
that is easily heard above the roar of 
industrial noises. It is made for opera- 
tion on 110-volt, 60-cycle, a.c., multiple 
circuits, and can be used for code calls. 
It has cast iron body and projector with 
angle bracket for mounting. The motor 
is enclosed in the cast iron body. The 
shaft bearings are oiled in assembly 
and, cups being wick type, should not 
require attention for several years. The 
howler may be had in black or red 
enamel finish. 








New Obround Condulet 


Electrical Merchandising, April, 1927 


The Crouse-Hinds Company, Syra- 
cuse, N. Y., is announcing a new line 
of Obround Condulets that incorporate 
many practical and time-saving features. 
A wedge-nut fastener secured by one 
screw holds the cover or wiring device 
so that it cannot become loosened by 
vibration. 

With this new form of construction 
there are no screws projecting inwardly 
to injure the conductors. Because of the 
unobstructed cover opening, conductors 
may be easily pulled without injury to 
them, for there are no projecting lugs. 
Splicing and taping are also made easy 
through the cover opening and large 
wiring chamber. 

Another outstanding feature is that 
the covers and wiring devices may be 
conveniently installed even in difficult 
places as they can be turned so as to 
bring the fastening screws into an ac- 
cessible position. Being complete units, 
no parts of cover or wiring devices can 
be lost during installation. The new 
Obround Condulets are made in many 
different types for all required uses. 
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Tape and Webbing 


Electrical Merchandising, April, 1927 

The Mitchell - Rand Manufacturing 
Company, 18 Vesey Street, New York 
City, announces that it is now produc- 
ing its own line of ‘‘Shield Brand” tapes 
and webbings, having dissolved _ all 
association with outside mills. The 
company calls attention to the fact that 
it has standardized on twelve styles of 
tape and webbing which, it is believed, 
will adequately cover all ordinary elec- 
trical requirements. Special tapes and 
webbings however will be made to meet 
specifications. Sample books, showing 
various styles and grades, are now in 
preparation. 








Switch Boxes 


Electrical Merchandising, April, 1927 

The Appleton Electric Company, 1701 
Wellington Avenue, Chicago, is announc- 
ing three new switch boxes, Nos. 77-EE 
77-FEE and 77-F. Boxes 77-EE an 
77-FEE, with knockouts and clamps for 
armored cable, are furnished with new- 
type extended ears. These ears are 
stamped from heavy steel and are at- 
tached to the body of the box with 
screws. Elongated slots permit of vari- 
ous adjustments to take care of the 
variation in thickness of plaster. These 
ears have pointed projections for gaging 
and bracing the box and are furnished 
with convenient nail holes making for 
easy installation. These boxes are fur- 
nished with regular clamps and also 
with flanged clamps to close up any 
opening in the knockout around cables. 
Box 77-F has the same simple construc- 
tion as all Appleton sectional switch 
boxes and assembly is made by means 
of a screw driver. Furnished with re- 
versible ears having adjustment to take 
care of any variation in the thickness 
of plaster. The flanged clamps fur- 
nished in this box completely close up 
the knockout around the cable, a feature 
now required throughout the country 
by many local electrical inspectors. The 
boxes are designed for use with armored 
cable, non-metallic sheathed cable and 
flexible tubing. 





Fibre Hand Portable 


Electrical Merchandising, April, 1927 
The Benjamin Electric Manufacturing 
Company, 120 South Sangamon Street, 


- Chicago, has a new fibre hand portable 


that has a floating socket and springs to 
protect the lamp from knocks and jars. 
It takes Type A lamps up to 60 watts. 
Five flat steel springs which clasp the 
lamp protect it from jolts and thumps 


while the strong fibre guard gives 
further protection. Weing made of non- 
conductive materials, the portable is 
shock-proof. The handle is of hard 
maple. <A fibre half shade keeps glare 
out of the user’s eyes. It will not roll 
when placed on a flat surface Made 
in key and keyless types 
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Household Refrigerators 


In its 1927 line of “Ice-Berg” refriger- 
ators the Berg Manufacturing Company, 
280 Main Street, Gardner, Mass., is offer- 
ing a type of refrigerator for every 
home, in self-contained models or units 
for remote installation. \ : 

The smallest size refrigerator, No. 55, 
is the newest addition to the line. This 
new self-contained model, measuring 55 
in. high, 224 in. wide and 21% in. deep, 
has food storage space of 4% cu.ft., with 
shelf space of 6.9 sq.ft. Model 315, the 
largest refrigerator, has an all-porcelain 
cabinet with 154 cu.ft. food storage ca- 
pacity. The intended retail price of 315 
is $595 while the ‘‘Baby Ice-Berg” is 
$155, f.o.b. factory. 








Small Vacuum Cleaner 


Dozens of uses could be listed for the 
new ‘“‘Handy-Vac” small-size vacuum 
cleaner brought out by the Day-Fan 
Electric Company, Dayton, Ohio. It is 
designed to reach hard-to-get-at corners, 
to clean cushions, carpets, curtains, car 
upholstery, clothing, pool tables, etc., and 
operates on the lighting circuit. It is 
light in weight, weighing less than 3 
Ib. and comes equipped with 15 ft. of 
cord. The intended retail price is $18.75. 


Radio Set Operating From 
Lighting Circuit 


_ The _Freed-Eisemann Radio Corpora- 
tion, Brooklyn, N. Y., is announcing a 
new radio set that operates from the 
ordinary lighting circuit without the 
need of batteries or other outside at- 
tachments. The new set has six tubes. 

In announcing the new set the com- 
pany says: “We have eliminated all the 
old features of A, B and C batteries, 
chargers, etc., and substituted for them 
a single tube and the alternating elec- 
tric light current. All one has to do is 
to plug in on the household electric 
light system and the set is ready for 
operation.”’ 
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Heat Control Plug for 
Heating Appliances 


Electric irons, waffle irons, grills, 
percolators, emergency heaters, etc., can 
be equipped with automatic heat control 
by the use of the new ‘‘Tedco” tempera- 
ture regulator plug made by _ the 
Thermo Electric Device Company, Para- 
gon Electric Sales Company, Inc., Gen- 
eral Sales Agents, 215 South Fifth 
Street, Philadelphia, Pa. . 

The plug is made of brown bakelite 
and is attached to the appliance like 
the ordinary plug. By setting the dial 
to a pre-determined figure, the degree 
of heat desired will be automatically ob- 
tained. The plug has a rating of 660 
watts, 110 volts. Its intended retail 
price is $2; with ‘‘Rockbestos’” cord, 
$2.50. 




















Household Refrigerating Unit 


Announcement has just been made of 
the organization of the Norge Corpora- 
tion, Detroit, Mich., to manufacture a 
domestic-type electric refrigerating ma- 
chine. The new machine has rotary- 
type compressor and uses’ sulphur 
dioxide as the refrigerant. Further 
description of the new unit will be given 
in a later issue. 





Daylight Lamp 

The “Daylight” of the Silvray Com- 
pany, Inc., 55 West 16th Street, New 
York City, is employed to give daylight 
effects without using diffusing glass 
screens, the light being delivered from 
the “Silvray” bulb itself. The lamp 
embodies the “Silvray” indirect lighting 
principle, a reflecting mirror perma- 
nently silvered on the standard daylight 
blue bulb. 

Maximum efficiency is obtained from 
the lamp when used as a color-match- 
ing unit, the company points out, al- 
though it is designed for general use in 
offices, factories, shops and homes. It 
is 15 in. high and has a flexible goose- 
neck stem, = easy adjustment. 
The finish is statuary bronze and the 
intended retail price, including bulb, $12. 
























































Electric Refrigerator 


The Electric Refrigeration Depart- 
ment of the General Electric Company, 
Cleveland, Ohio, is announcing a new 
electric refrigerator which, the company 
points out, is of new type, different from 
anything on the market. Several 
models are offered. The smaller unit, 
known as DR-2, with 3-hp. motor will 
be used in the 5 and 7 cu.ft. models. 
The larger unit, DR-3, with 1/6-hp. 
motor, will be used in the 9, 12 and 
16-cu.ft. models. Prices range from 
about $260 to $600. 














Agitator-Type Washer 


The latest addition to the “Graybar” 
line is the new agitator-type washer 
pictured. This washer, the company 
points out, in no way supersedes the 
standard cylinder washer, but is_in- 
tended to round out the “Graybar’’ line. 

Washing action is furnished by a 
four-winged cast aluminum agitator, 
which is mounted on a central shaft, 
and oscillates a little more than half 
a revolution. The tub is of copper, 
polished nickel on the inside and painted 
with gray enamel on the outside. The 
cover is of polished sheet aluminum. 
The wringer and agitator can be 
operated at the same time without in- 
terference. The motor is_ protected 
against overload through the motor con- 
trol switch equipped with circuit breaker 
which operates automatically when the 
machine is overloaded. Lubrication is 
simplified, one oiling place serving the 
entire mechanism with the exception of 
motor and wringer. 





Cabinets for Refrigeration 
Units 


Practically every size of cabinet for 
household use is offered by the Illinois 
Refrigerator Company, Morrison, _IIl. 
These “Automatic” cabinets are made in 
sizes ranging from 53% cu.ft. food storage 
capacity up to 124 cu.ft. All-porcelain 
or all-steel cases may be had, and all 
cabinets have porcelain interiors. 
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Oil Burner 
Electrical Merchandising, April, 1927 


With the exception of the motor, the 
Ballard Junior burner of Arthur H. 
Ballard, Inc., Boston, Mass., is entirely 
enclosed in a cast housing, eliminating 
the possibility of leaks, odor from oil or 
mechanical noise. 

The burner is of the full gence | 
type, pump feed. The atomizer and o 
pump are of the rotating type, with the 
rotors and interior parts case hardened 
and ground. With the exception of the 
motor, the entire machine is lubricated 
by its own oil. Any standard 1725 motor 
may be used. Ignition may be either 
gas or electric. The controls used are 
those listed by the Underwriters 
Laboratories as standard. The Junior 
burner is made in four sizes: with 
maximum consumptions of 3 gal., 7% gal., 
10 gal. and 20 gal. of oil per hour, heat- 
ing buildings having total steam radia- 
tion, including piping, of 1,000 ft., 2,500 
ft., 3,500 ft. and 7,000 ft., respectively. 








Tassel for Fixture Pull Chains 
Electrical Merchandising, April, 1927 

A new feature on its brass shell and 
candle pull sockets has been announced 
by Pass & Seymour, Inc., Syracuse, 
N. Y. It is called the P & S Tassel 
and is a separable two-piece tassel that 
can be attached or removed from the 
chain without the use of tools. This 
new device is a popular feature of pull 
devices, replacing the ordinary ball on 
the end of the socket chain. he tassel 
is furnished in two sizes—for the large 
No. 6 chain and the small No. 4 chain. 








Porcelain Refrigerators 
Electrical Merchandising, April, 1927 

The Frigidaire Corporation, Dayton, 

hio, is announcing a new line of 
porcelain cabinets for household elec- 
tric refrigeration. Five sizes of metal 
household cabinets are included in this 
new line, three of which have previously 
been available in Duco finish only. 

The new cabinets are finished both 
inside and out in white porcelain and 
are to be sold at but a slight advance 
over previous models of the same size, 
which will remain in the line. To add 
to the beauty of the new cabinets, they 
are trimmed with bright metal in all 
ono which are likely to receive hard 
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Automatic Garage Door Opener 
Electrical Merchandising, April, 1927 


Rivaling the self-starter in automotive 
convenience is a new automatic door 
opener designed by the Reynolds Ma- 
chine Company, Massillon, Ohio. The 
doors are opened automatically by 
merely pushing a button placed in the 
house or on a post in the driveway, 
accessible from the driver’s seat. On 
leaving the garage, after driving out 
the car, the driver presses the button 
from his seat in the car and the doors 
automatically close behind him. By a 
simple arrangement, the garage light 
can be turned on as the door opens. 
The device can be installed on old or 
new private garages, commercial garages 
or factory doors, for doors swinging 
either inward or outward. A _ simple 
circuit breaker is used to insure utmost 
safety, stopping the doors should any- 
thing get in the way. The door opener 
is made sufficiently powerful, it is ex- 
plained, to open or close doors in the 
face of a strong wind or to push away 
six or eight inches of snow. 





B Socket Power Unit 


Electrical Merchandising, April, 1927 

The ‘“Perfex’’ B socket power unit is 
made by the Rollaway Motor Company, 
Toledo, Ohio. It is made to supply 400 
milli-amp. for use with a special pur- 
pose “power” tube used in the last 
audio frequency stage. The detector 
voltage is adjustable from 0 to 60 and 
the amplifier from 60 to 150. The in- 
tended retail price, complete, is $45. 









Curling Iron Heater 
Electrical Merchandising, April, 1927 


Both single-hole and  double-hole 
models of marcel iron heater are made 
by the John Oster Manufacturing Com- 
pany, Racine, Wis. The heater may be 
had with or without switch and is made 
for operation on alternating or direct 
current. It is finished in nickel. The 
intended retail price of the single-hole 
model, with switch, is $4; without 
switch, $3. The double-hole model, with 
switch, is $5; without switch, $4. 








Soldering Iron with Automatic 
Solder Feeder 


Electrical Merchandising, April, 1927 

By pressing a trigger, solder is auto- 
matically fed to the tip of the soldering 
iron made by the Illinois Stampirg & 
Manufacturing Company, 220 North 
Jefferson Street, Chicago. The solder is 
stored in a magazine from which it is 
fed to the tip of the iron. Attachments 
are made to fit leading makes of electric 
soldering irons. The iron takes all 
standard sizes up to and including No. 
10 rosin core solder wire. Porcelain in- 
sulation is provided to keep the heat 
from entering the handle. The iron is 
made with removable tip and it is 
made for operation on alternating or di- 
rect current, in three sizes: 2B, 110-115 
volts, 50 watts; 2C, 110-115 volts, 100 
watts; and 2D, 220-230 volts, 100 watts. 
No. 2B, with 4-in. round replaceable tip, 
$3.50; 2C and 2D, $3.75; magazine at- 
tachment only $1.50; and 3-in. round 
replaceable tip, 30c. 





Household Floor Machine 


Electrical Merchandising, April, 1927 

Similar to the vacuum cleaner in ease 
and convenience of operation is the new 
“Lincoln” floor machine brought out by 
the Lincoln-Schlueter Machinery Com- 
pany, 219 West Grand Avenue, Chicago. 
The “Lincoln Junior” is an exact re- 
production of the larger models. Scrub- 
bing, waxing, polishing and removing 
of varnish may be performed electrically 
without the usual physical effort re- 
quired for these operations. Two 
circular Palmetto brushes do the 
scrubbing, a brown Tampico brush takes 
care of the polishing and an extra set 
of fine wire brushes can be obtained 
for varnish removal. The machine is 
gear-driven, with two ball-bearing 
mounted gears, one of bakelite and one 
of steel, to insure quiet operation. 
Packed in grease they require no 
lubrication; in fact no oil is required 
anywhere on the machine. Other fea- 
tures are the rubber-tired wheels and 
a special adjusting device. Intended 
retail price, $75. 
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“DEALER HELPS” the Manufacturers Offer 


Show Window, Counter, Mail Advertising and Specialty 


Aids Offered to Help the Dealer Get More Business 


Permanent Exhibit Suggests 
Store Appliance Displays 


One of the features of the new show- 
room of the Frank E. Wolcott Manu- 
facturing Company at 200 Fifth 
Avenue, New York City, is the appli- 
ance exhibit which has been arranged 
as a guide to good display methods. 
This exhibit consists of a show window 
set at street level and trimmed exactly 
as the display expert in charge of the 
window thinks a good display should 
be arranged. The window is changed 
every month and even more often in 
special selling seasons. 

In addition to the window are large 
show cases, corresponding to those 
used inside the retail store, and a 
“Beauty Case,” containing the full line 
of “Torrid” hairdressing and beauty 
appliances, arranged in a way that will 
appeal to the woman customer. 

Household furniture shows appli- 
ances in home surroundings and there 
is a special demonstrating table where 
they can be operated, tested, and if 
need be, taken apart and their con- 
struction explained. 

The showroom is at the service of 
Wolcott distributors, their salesmen 
and dealers and is in charge of “Al” 
Deveau, one of the best-known elec- 
trical men in the East. 

















Show window and cases set up for 
retail appliance display in the New 
York showroom of the Frank E. 
Wolcott Manufacturing Company. 


There are two commodious rooms, 
comfortably arranged, where “Tor- 
rid” appliances may be carefully 
examined at leisure. 





Carbone, Inc., 348 Congress Street, 
Boston, Mass., has issued an extremely 
attractive booklet on its lamps. The 
art work is exquisite and illustrates 
every detail of the lamps that make 
up the Carbone line. The lamps have 
bases of imported Italian pottery with 
specially-designed shades. 
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§ CLE ANER 
Guarant 
See it to day — ’ 

Come tn for demonstration 


d by GENERAL ELECTRIC 












Window trim using part of the con- 
tents of the Cleaner Campaign 
Package. With a background of 
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orange, surmounted by a large 
white G-E monogram against blue, 
a striking display is achieved. 





William R. Noe & Sons, Forty-three 
East Tenth Street, New York City, has 
a large new catalog covering the entire 
Noe line of fixtures, lamps, girandoles, 
candle sticks, shades and glassware. 


“A Washday in June” is the title of 
a folder, in colors, prepared by the 
W. E. Lamneck Company, Columbus, 
Ohio, on its laundry dryer. 





“Cleaner Campaign Package” 


for G-E Dealers 
At this propitious time of the year, 
—when the annual housecleaning 


season is on—the Merchandise Depart- 
ment of the General Electric Company, 
Bridgeport, Conn., is launching its 
cleaner campaign. The April campaign 
has been carefully planned and pre- 
pared for the dealer and all possible 
co-operation will be given him in put- 
ting it over. 

All the sales help material is con- 
tained in a special G-E Cleaner Pack- 
age, which includes, first of all, a sales 
manual of advertising and selling plans 
which dealers have found successful. 
The manual also covers the use of win- 
dow displays and how to install them; 
newspaper advertising and how to plan 
and use it; the compilation and use of 
mailing lists; and a series of model 
sales letters for both dealers and dis- 
tributors. 

The special window trim includes 
colorful window streamers and three 
bull’s-eye posters as well as a large 
orange and blue cleaner display cut-out. 
The Campaign Package also contains 
100 cleaner folders and a catalog of 
newspaper mats. For use in_ local 
motion picture theaters a special slide 
on the cleaner is also available. 
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Displays Encourage Sale of Extra Auto Fuses 


In special color- 
ful counter dis- 
plays, the Buss- 


be helpless 


es BLO 


man 


Fuse 





turing Company 
and the Chicago 


turing Company 
are pointing out 
to car drivers 
the advantages 
of carrying 
spare. fuses. 


Manufac- 


Manufac- 








Better Lighting Pamphlet 
Ready 


The second of the “More Power to 
the Home” series of pamphlets pre- 
pared by the Women’s Committee of 
the Public Relations Section of the 
N.E.L.A. is now ready for distribution. 
The first booklet, issued a short time 
ago, covered house wiring and others 
to follow will take up the subjects of 
washing, ironing, motor-driven appli- 
ances, cooking appliances and refrig- 
eration. The series is intended to 
teach the women of the industry and 
also women customers of electric light 
and power companies, some facts re- 
garding the industry and the use of 
electric service and household appli- 
ances. 

Complete information on the book- 
lets and their distribution may be had 
from N.E.L.A. headquarters, 29 West 
39th Street, New York City. 





“Fundamentals of Illumination” is 
the title of Bulletin 7-D issued by the 
Engineering Department of the Na- 
tional Lamp Works, Nela Park, Cleve- 
land, Ohio. The booklet was prepared 
by Ward Harrison and K. A. Staley, 
and aside from the general introduc- 
tion, is divided into three parts: Part 
I, Fundamental Concepts, including 
units of measurement, reflection fac- 
tors, photometry, foot-candle measure- 
ments, etc.; Part II, Principles of Light 
Control and characteristics of mate- 
rials, clear glass surfaces, gloss finish 
paints, prismatic refractors and re- 
flectors, etc.; and Part III, Essentials 
of Modern Illumination, covering glare, 
shadows, color, ete. 


The Eureka Vacuum Cleaner Com- 
pany, Detroit, Mich., launches on April 
4 its spring housecleaning campaign. 
The campaign runs from April 4 to 
May 28 and offers prospective cleaner 
purchasers ten days’ free trial of the 
cleaner, free attachments and a liberal 
allowance on the old cleaner. Window 
trims, window pasters, one-page stuf- 
fers and newspaper advertising copy 
and cuts are offered dealers in connec- 
tion with the campaign. 


Savory, Inc., Buffalo, N. Y., has pre- 
pared a new circular on its “Savory 
Airator” fan. 


The Master Electric Company, Day- 
ton, Ohio, has issued a new folder on 
its motors. The new folder covers the 
performance of Master Motors and is 
a direct tie-up with advertising done by 
the company in 1926. 


Demonstrating That the 
Cleaner Can Clean 
Bare Floors, Too 


Feeling that a big bet in vacuum 
cleaner demonstration has been over- 
looked in not showing its use on bare 
floor surfaces, the P. A. Geier Com- 
pany, Cleveland, has developed a new 
method of demonstrating the ‘‘Royal” 
and “Superoyal” cleaners to the public. 

While not wholly discarding the 
time-honored table demonstration now 
employed, the company has added to its 
demonstrating equipment a wooden 
floor board by the use of which the ma- 
chine’s ability to clean and polish hard- 
wood floors and linoleum is strikingly 
shown. 

Matched oak flooring 6 ft. x 6 ft. in 
size is provided, to which is attached a 
small rug, a square of linoleum and a 
wooden corner piece which represents 
the baseboard of a corner of a room. 
With this equipment, the demonstrator 
is able to show that the vacuum cleaner 
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retrieves all dust and loose dirt from 
the bare floors, that it cleans close to 
the baseboard and in ‘the corners and 
that it quickly and effectively wax- 
polishes these surfaces. 

Demonstrators using this new floor 
board report that this method of show- 
ing the cleaner in use has proven very 
successful and reveal two advantages 
of tha method: First, that showing the 
machine on the floor is more convincing 
than showing it on a demonstrating 
table; and second, that cleaning and 
polishing of bare floors with a vacuum 
cleaner are, to most people, new and 
hitherto unthought-of uses for this ap- 
pliance, and thereby arouse curiosity 
and interest. 





The Incandescent .Supply Company, 
Pittsburgh, Pa., has available a new 
catalog on “Isco Luminants,” including 
household and commercial fixtures, 
glassware, outdoor advertising units, 
church fixtures, theater lighting equip- 
ment and other “special purpose” fix- 
tures. 


The Champion Lighting Company, 
635 Market Street, Philadelphia, Pa., 
has issued an attractive blue-covered 
booklet on the Champion “Jewels of 
Light.” Reproductions of the fixtures 
included in the “Blue Ribbon,” “Gold 
Ribbon,” “Gold Medal” and “Gold Cup” 


lines are given. 


The National Refrigerating Com- 
pany, New Haven, Conn., has available 
for dealer distribution “Ice-O-Lator” 
sales helps, consisting of a three-piece 
window display, folders and a 4-page 
illustrated dealer letterhead. The com- 
pany also reports that additional ma- 
terial is now in preparation. 

















Matched oak flooring, 6 in. « 6 in. 
in size is used in the floor demon- 
stration. A small rug, a square of 


linoleum and a wooden corner piece 
represent the baseboard of a corner 
of a room. 





“The Magic of Frost Crystals” is the 
title of a new booklet on electric refrig- 
eration, issued by the Lamson Com- 
pany, Syracuse, N. Y. The booklet is 
most attractive in make-up, using 
many pictures and sketches to present 
the advantages of the electrical method 
of household refrigeration. Recipes 
from the Ice Maid Cook Book are given. 


The Robbins & Myers Company, 
Springfield, Ohio, has, in addition to 
other 1927 fan helps, a Jack Tar cut- 
out. This boy in blue is intended to 
ride astride the trade mark in the 
center of the guard on the fan, just as 
a sailor straddles a big gun. This cut- 
out is made to tie in with the three- 
panel window display. 

























































Commercial Section N.E.L.A, 
Organizes to Promote 
Re-fixturing 


4 


ITH the organization of central 

stations for the promotion of the 
refixturing idea at’ a convention of the 
Commercial Section, National Electric 
Light Association, held March 9-11, the 
“awakening of better lighting con- 
sciousness” in the minds of home own- 
ers and through this, better fixture 
business for the dealer and increased 
load for the power company seems 
assured. 

Sales managers of more than 150 
lighting companies met at the Edge- 
water Beach Hotel in Chicago and took 
definite action, following an address by 
Burke Corcoran, secretary of the Elec- 
tric Association, in which he registered 
a plea for closer co-operation between 
utilities and contractor-dealers. The 
responsibility of the power company to 
assume the lead in this refixturing 
movement was presented by Earl 
Whitehorne, contributing editor of 
Electrical Merchandising. 

Under the direction of C. L. Dunn of 
the Ohio Public Service Company, 
Cleveland, the Home Lighting Commit- 
tee recommended that central stations 
proceed at once toward the develop- 
ment of this market by means of gen- 
eral advertising and specific campaigns. 
Mr. Dunn presented a complete manual 
on home refixturing which contained 
many convincing examples of just what 
can be accomplished along these lines. 

Chairman Daniels of the Lighting 
Service Committee announced that 
Part 2 of the Lighting Service Manual, 
containing suggestions of interest to 
contractor-dealers for the promotion of 
more and better lighting of every 
nature, including commercial, indus- 
trial, street, display and _ residence 
lighting, is to be issued shortly. 

The association’s wiring committee, 
headed by A. P. Good, chairman, swung 
into full speed ahead with a resolution 
that it institute a policy of continuous 
publicity for the education of the pub- 
lic to a better realization of the value 
of adequate convenience outlets. The 
committee is to request an appropria- 
tion of $10,000 for the continuance of 
this work. Plans for the year are to be 
announced shortly. 

Central station appliance merchan- 
dising methods were freely discussed 
by officials of the National Association 
of Hardware Dealers and of the Fur- 
niture Dealers’ Association who at- 
tended the convention. President 
Beatty of the Hardware Association 
criticized the practice of central sta- 
tions which permitted small appliances 
to be purchased on time payment basis. 
“Such practices amount, in effect, to 
actual price cutting which the dealer 
cannot meet and which the utility, if 
it kept its books on a strict merchan- 
dising basis, could not afford to do 
either,” according to Mr. Beatty. Sec- 
retary Rowell, for the furniture dealers 
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News of the Electrical ‘Trade 
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1923 1924 1925 


Years 


Washer Sales Increase 


The tremendous increase in the sale of 
electric washers in past years is ap- 
parent at a glance on this chart. It 
shows sales totals quarterly from 1923 
through 1926. Sales of electric wash- 
ers alone reached a total of 843,685. 


1926 





association, expressed similar views. 
J. E. Davidson, chairman of the Com- 
mercial Committee, stated that it was 
the desire of the power companies that 
dealers, both electrical and non-elec- 
trical, participate of the profits of the 
appliance business. “Central stations,” 
he said, “believe in selling at recom- 
mended list prices. Some few com- 
panies may go too far in terms just as 
some department and hardware stores 
exploit bargains and sell cheap mer- 
chandise, but the obvious interest of 
the utility is to develop the greatest 
possible number of successful retail 
outlets.” 





Heads Electragists 

















Clyde L. Chamblin, San Francisco, Cal., 
who has just been elected president of 
the Association of Electragists, Inter- 
national. 









Electragists Elect Chamblin 
President 


At a meeting of the executive com- 
mittee of the Association of Elec- 
tragists, International, held March 16, 
Clyde L. Chamblin, president and sole 
owner of the California Electrical Con- 
struction Company of San Francisco, 
was elected president. Mr. Chamblin, 
who is the first A.E.I. president from 
west of the Mississippi, succeeds 
Joseph A. Fowler of Memphis, Tenn. 

He is president of the California 
Electragists and was at one time head 
of the California State Association of 
Electrical Contractors and Dealers. He 
has been a member of the advisory 
board of the California Electrical Bu- 
reau for years and completes a term 
this year as a director of the Pacific 
Radio Trades Association. 

Mr. Chamblin was also a member of 
the board of directors of the Society 
for Electrical Development and a con- 
tractor-member of the executive com- 
mittee of the National Electric Light 
Association. 





McGraw Electrical Awards 
Close in May and July 


To encourage constructive thinking 
for the advancement of the electrical 
industry, James H. McGraw, president 
of the McGraw-Hill Publishing Com- 
pany, has established a series of annual 
awards which are given each year in 
recognition of the most important per- 
sonal contributions to the progress in 
the several branches of the industry. 
Four awards are to be made this year, 
each consisting of a bronze medal and 
a purse of $100 in gold. 

The manufacturer’s award is to be 
made at the summer meeting of the 
National Electric Manufacturers’ Asso- 
ciation by four judges appointed from 
among members of that association. 
The jobbers’ medal is to be awarded 
upon the recommendation of four 
judges appointed by the Electrical Sup- 
ply Jobbers’ Association and one rep- 
resentative of the committee of awards. 
The contractor-dealer award is based 
on the recommendation of four judges 
appointed by the Association of Elec- 
tragists-International and an award 
committee member. 

Four judges, appointed by the 
Society for Electrical Development 
from its board of directors, in addition 
to an award committee member will 
select the individual to be honored for 
the medal of co-operation. The manu- 
facturers award recommendation must 
be in the hands of the committee of 
awards not later than May 1, while the 
remaining three recommendations must 
be presented not later than July 1, 
1927. 

Appointed by the S.E.D., the award 
committee consists of W. W. Freeman, 
Union Gas & Electric Company, Cin- 
cinnati; H. B. Crouse, Crouse-Hinds 
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Company, Syracuse; W. E. Robertson, 
Robertson Cataract Electric Company, 
_New York; F. M. Feiker, Associated 
Business Papers, Inc., and Earl White- 
horne, McGraw-Hill Publishing Com- 
pany. 


New York Electrical Board 
Elects Officers 


At the annual meeting of the Elec- 
trical Board of Trade of New York, 
Inc,, which took place at the Hotel 
Astor, New York City, the following 
officers of the association were elected 
for the year 1927: Arthur Williams, 
president; Theodore Beran, vice-presi- 
dent; A. Lincoln Bush, vice-president; 
William A. Kennedy, vice-president; 
Lawrence L. Strauss, treasurer. The 
board is now entering its fourth full 
year of activity. 








New N.E.M.A. Water Heater 
and Range Section 


The National Electric Manufacturers’ 
Association has authorized the crea- 
tion of a new section to be known as 
the Range and Water Heater Section 
for the purpose of effecting a co-opera- 
tive solution of manufacturers’ mer- 
chandising problems. It will work with 
a similar committee of the National 
Electric Light Association. The aim of 
the association is to have all manufac- 
turers of electric ranges in the United 
States become members of this section. 

M. C. Morrow has been elected chair- 
man of the manufacturers’ committee. 
He is assistant sales manager of the 
merchandising department of the West- 
inghouse company. 





Inside-Frost Lamp Prices 
Again Reduced 


Announcement is made of another 
reduction in inside-frost Mazda lamp 
prices, the new scale of prices being as 
follows: 25- and 40-watt, 23c., 50- and 
60-watt, 25c., and 100-watt, 40c. 





Detroit Ordinance Specifies 
Convenience Outlet Every 


20 Feet 


Special rulings adopted by the De- 
partment of Buildings and Safety En- 
gineering of the city of Detroit, Mich., 
now specify convenience outlets for 
each fifteen feet or major fraction of 
wall length in the residential living 
room, library and parlor, and one for 
each twenty feet in all other rooms of 
the house, including bath, excepting 
only closets, halls, lavatory and kitchen. 
Outlets are to be spaced equally. 

Branch circuits are not to exceed 
1,200 watts and convenience outlets 
other than for iron, fireplace, heaters 
and washing machine are considered as 
120 watts per receptacle. This ruling 
does not apply to one story single 
private residences not over 1,000 
Square feet in area without full base- 
ment, in which two convenience outlets 
only shall be required in the living 
reom and one in the kitchen. Solidly 
built masonry buildings with lengthy 
walls of solid brick are also omitted. 
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Marketing Counsellors 


Left to right: Frederic Nicholas, for- 
mer general secretary of the A.M.E.S. 
and executive secretary of the N.E.M.A. 
during its organization; William L. 
Goodwin, who retired recently as oper- 
ating vice-president of the S.E.D. and 
Walter H. Morton, for many years 
manager-secretary of the National 
Association of Electrical Contractors 
and Dealers, who have joined forces as 
merchandising counsellors. Snapped 
atop 522 Fifth Avenue, New York City, 
where offices are maintained. 





The ruling was secured through the 
efforts of the Electrical Extension Bu- 
reau of Detroit, which based its argu- 
ments on the fire hazard of telephone 
wire and lamp cord used in conjunction 
with appliances. According to H. Shaw, 
secretary-manager of the bureau, such 
haphazard installations are often made 
after the electrical inspection and really 
jeopardize the existence of the Elec- 
trical Inspection Department. 
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Georgia Association to 
Convene in April 


The annual convention of the Geor- 
gia Electrical Association is to be held 
at the Henry Grady Hotel, Dublin, Ga., 
near the middle of April. H. A. Pender- 
graph of Atlanta is president and T. W. 
Moore of that city, vice-president. The 
association’s executive committee is 
composed of G. K. Hutchins, Columbus; 
Norton Frierson, Savannah; T. S. 
Sloan, Macon; C. F. Ludwig, Dublin; 
M. H. Hendee, Augusta; R. H. Scott, 
Atlanta and C. A. Collier, Atlanta. 





Goodwin, Nicholas & Morton, Market- 
ing Counsellors, has been organized to 
serve individual clients groups in the 
electrical industry in the solution of 
problems relating to the marketing of 
their products or service. The company 
maintains offices at 522 Fifth Avenue, 
New York City. William L. Goodwin, 
president, retired recently from The 
Society for Electrical Development 
after six years as its operating vice- 
president. Frederic Nicholas, vice- 
president and treasurer, was formerly 
general secretary of the Associated 
Manufacturers of Electrical Supplies 
and executive secretary of the National 
Electrical Manufacturers’ Association 
during its organization. Previous to 
this connection he was with the Mc- 
Graw-Hill Publishing Company as asso- 
ciate editor of Electrical World and 
Electric Railway Journal. Walter H. 
Morton, vice-president and secretary, 
is one of the organizers of the National 
Association of Electrical Contractors 
and Dealers and was for many years 
its secretary-manager. Mr. Morton re- 
cently sold his interest in the Sanborn 
Electric Company of Indianapolis, Ind. 





Radio Commissioners Get Together in Washington 








G 





Four members of the Federal Radio Com- 

















mission, snapped on the steps of the 
White House in Washington. Left to 
right: Henry A. Bellows, Col. John F 
Dillon, Eugene O. Sykes and O. H. Cald- 
well. In the insert Rear Admiral W. H. 


Bullard, absent in China 
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Special Trains to N.E.L.A. 
Convention 


All roads lead to the fiftieth conven- 
tion and exhibition of the National 
Electric Light Association on the mil- 
lion-dollar pier in Atlantic City, N. J., 
June 4-10 and arrangements have been 
completed with the Pennsylvania Rail- 
road to run two special trains east from 
Chicago on June 4 and June 5 with 
Pullmans from Detroit and Cleveland. 
The two specials leave Chicago, Union 
Depot, at 12:45 p.m. Central Standard 
Time, Englewood 1:02; Fort Wayne, 
3:45; Detroit, Fort Street Station, 3:55; 
Cleveland, Union Depot, 7:40; Crest- 
line, 7:35, E.S.T.; Mansfield, 8:02; Alli- 
ance, 10:10; Pittsburgh, 12:40 a.m., ar- 
riving at Atlantic City at 10:30 a.m. 





The Norge Corporation of Detroit 
has been organized and will manufac- 
ture an electrical refrigerator to be 
known as the “Norge.” The corpora- 
tion owns the Detroit Gear & Machine 
Company and will manufacture re- 
frigerators in this plant which will 
continue to make automobile gear 
transmissions. Distribution will be 
principally through the sales organiza- 
tion of the McCray Refrigerator Com- 
pany of Kendallville, Ind. E. E. Mce- 
Cray, president of this latter company, 
is chairman of the board of the Norge 
Corporation; Howard E. Blood, presi- 
dent of Detroit Gear is its president; 
W. C. Rand, Sr., is vice-president and 
W. C. Rand, Jr., secretary and treas- 
urer. DuBois Young, G. B. Donaven, 
H. M. Stewart, John C. Schott and 
W. C. Rand, Sr., are directors. 


The Bakelite Corporation, 247 Park 
Avenue, New York City, is running its 
own traveling exposition, known as the 
Bakelite “Caravan of Ideas” through 
sixteen mid-western cities. The cara- 
van, which left Columbus, Ohio, late in 
March, stopping in Dayton, Canton and 
Cleveland, during the month, is in 
reality an exposition of industry on 
tour for it carries the products of more 
than 200 manufacturers who employ 
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Bakelite in some form or other. Every- 
thing imaginable, from _ percolaters, 
motors, surgical instruments and add- 
ing machines to radio sets, fishing 
reels and saxophones comes under the 
classification. One and two night ex- 
positions are to be held during April 
in Ann Arbor, Mich., Detroit, Lansing, 
Grand Rapids, Columbus, Ohio, Ander- 
son, Ind., Indianapolis and Lafayette. 
Louisville, Ky., and Cincinnati, Ohio, 
will be visited early in May. 


The Welsbach Company, Gloucester, 
N. J., has made the following appoint- 
ments in the personnel of its Refriger- 
ation Division: C. B. Ryan, Jr., has 
been appointed manager of service and 
sales promotion; T. H. Cohill, formerly 
with the Servel Corporation, is now 
sales manager of the New York branch 
and A. B. Hatch becomes manager of 
the company’s newly organized Public 
Utility Relations Department. Wels- 
bach refrigerating products are to be 
distributed in Brooklyn, N. Y., the 
borough of Richmond and Long Island 
by the Domestic Distributing Corpora- 
tion, a newly formed organization 
which contemplates the use of a retail 
sales force of 121 men the year ’round. 


The National Lamp Works of the 
General Electric Company has ap- 
pointed W. E. Underwood advertising 
manager. Mr. Underwood succeeds 
P. B. Zimmerman who has recently 
been made sales manager of the G. E. 
company’s newly formed electrical re- 
frigeration department. N. H. Boynton, 
for several years general manager of 
the Buckeye Lamp Division has been 
appointed assistant general sales man- 
ager of the National Lamp Works and 
Charles B. Gray, his assistant in the 
Buckeye Division, takes over his work. 


Edwards and Company has opened a 
branch office at 176 Federal Street, 
Boston, Mass., under the management 
of J. T. Gorman, also one at 626 Land 
Title Building, Philadelphia, Pa., under 
the direction of R. H. Andrews. Both 
offices are fully: equipped with samples 
and information on the company’s elec- 
tric signaling device. 





Iroquois Opens New York Refrigerator Sales Showroom 

















The Iroquois Electric Refrigeration 
Sales Corporation, controlled by the 
General Asphalt Company, formally 
opened New York sales offices and 
showrooms at 14 West Forty-Eighth 
Street recently with a banquet. Ad- 
dresses were delivered by O. H. Cald- 
well, editor of Electrical Merchandis- 
ing; C. K. Nichols and T. J. Kelly of 
the N. Y. Edison Company; C. W. 





Bayliss, vice president of the General 
Asphalt Company; O. C. Small, So- 
ciety for Electrical Development; M. 
Sly, editor, American Architect, and 
officers of the distributing company. 
J. B. Gottlieb is president, A. L. Mell- 
man, vice-president and general man- 
ager, and H. O. Gottlieb, secretary 
and treasurer of this new company 
distributing Iroquois products. 
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The May Oil Burner Corporation, 
with factories and general offices at 
Baltimore, Md., held a spring con- 
ference of its sales representatives and 
sales engineers in that city recently. 
The company’s entire force attended to 
outline sales plans for the year and to 
discuss sales problems and co-operative 
advertising. 


The Bussman Manufacturing Com- 
pany, St. Louis, Mo., has purchased a 
four-story building at University and 
Jefferson Avenues. Its factory and 
offices, now located on Twenty-third 
Street, will be moved to the new loca- 
tion as soon as alterations are com- 
pleted. 


Frigidaire, Ltd., has been organized 
in Canada as a division of the Frigi- 
daire Corporation and will handle oper- 
ations of the parent company in Eng- 
land, France and Italy. A _ separate 
organization supervised distribution in 
Germany. 


The General Electric Company has 
established a division known as the 
Electric Refrigeration Department of 
the General Electric Company, with 
headquarters in the Hanna Building, 
Cleveland, O. The new department will 
be responsible for the distribution of 
the company’s refrigeration unit, manu- 
factured at Schenectady, N. Y., and 
Fort Wayne, Ind. 


The Vac-A-Tap Company, recently 
organized in Holland, Mich., for the 
manufacture and sale of “Vac-A-Tap” 
electric washing machines, is headed by 
A. H. Landwehr, president, who is also 
president of the Limbert Furniture 
Company, and head of the Holland 
Furnace organization. Sears R. Mc- 
Lean is general manager. H. L. Dol- 
lahan, sales manager, comes from the 
Conlon Corporation, where he directed 
the sale of Conlon washers and ironers. 
H. W. Landwehr, formerly of the Hol- 
land Furnace organization is associated 
with Mr. Dollahan. Con DePree, presi- 
dent of the DePree Chemical Company, 
manufacturer of “San-Tox” drugs, is 
director, as are D. B. K. Van Raalte, 
general manager of the Limbert Fur- 
niture Company and Judge Diekema, 
president of the First State Bank of 
Holland. O. E. Szekely will personally 
superintend the production of the com- 
pany’s new washer and other appli- 
ances. 


The Westinghouse Electric & Manu- 
facturing Company has announced that 
its recent change in advertising policy 
refers particularly to the general ma- 
gazines. There will be no change this 
year in its policy in regard to technical 
and trade publications. Trade papers 
will be employed as heretofore to carry 
the company’s messages to potential 
buyers throughout the country. 


The Trico Fuse Manufacturing Com- 
pany, Milwaukee, Wis., has appointed 
B. M. Slicting sales promotion manager. 
J. E. Eldredge, South Windsor, Conn., 
has been appointed sales representative 
for that state and western Massachu- 
setts and Arthur E. Bacon, 1429 Eight- 
eenth Street, Denver, Colo., new repre- 
sents the company in Colorado, New 
Mexico, Utah and Wyoming. 
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Operator, Take a Letter 

















Cc. K. Woodbridge, newly appointed 
executive vice-president and general 
manager of the Electric Refrigeration 
Corporation wades through his first 
batch of Kelvinator correspondence at 
his office in Detroit. Mr. Woodbridge 
is also president of the International 
Advertising Association. 





The Chicago Fuse Manufacturing 
Chicago, IIll., has purchased the manu- 
facturing rights of the “Powerlet” line 
of rigid conduit fittings, formerly 
manufactured by the Multi Electrical 
Manufacturing Company. It will con- 
tinue its present line of “Gem” and 
“Union” electrical products. 


Alfred Vestor Sons, Providence, R. L, 
manufacturer of stampings for lighting 
fixtures, is now controlled entirely by 
J. William Schulze, president, who has 
purchased the interest of W. P. Young, 
his former associate. 


Thermo Electrical Device Company, 
formerly of 153 West Jefferson Street, 
Philadelphia, Pa., has removed its office 
to 215 South Fifth Street at which 
address the Paragon Electric Sales Com- 
pany, Inc., will be in full charge of its 
sales activities in connection with the 
Thermo Automatic Heat Control Plug. 


The Lincoln’ Electric Company, 
Cleveland, Ohio, manufacturer of 
“Linc-Weld” and “Stable-Arc” prod- 
ucts, has appointed C. N. Bull, for- 
merly with the Worthington Pump & 
Machinery Company, district manager 
of its New York office. C. S. Freeman, 
who has been in charge of the com- 
pany’s Lancaster office is now manag- 
ing its Buffalo branch. S. W. Shultz, 
of the Philadelphia office, takes his 
place in Lancaster. E. J. Pfister of the 
Buffalo office is now in Philadelphia. 


The Harry Alter Company, electrical 
and radio jobber, is now located in its 
own building at Michigan Avenue and 
Eighteenth Street, Chicago, Ill. Ap- 
proximately 90,000 sq.ft. of floor space 
are available in the company’s new 
headquarters. 


The Keystone Refrigerating Cor- 
poration has established offices at its 
new plant in Beaver Falls, Pa. The 
company’s Pittsburgh office has for 
this reason been discontinued. 


R. W. Monteer, formerly with the 
Public Service Company of northern 
Illinois, has been appointed to take 
charge of the radio sales division of the 
Kellogg Switchboard and Supply Com- 
pany of Chicago. 


Robert C. Lanphier has been elected 
president of the Sangamo Electric 
Company, Springfield, Ill., to succeed 
the late Jacob Bunn, who had been 
president of the company since its 
foundation in 1899. Mr. Lanphier, who 
started with Mr. Bunn immediately 
after his graduation from the Sheffield 
Scientific School of Yale in 1897 and 
organized the Sangamo Company to- 
gether with the late president, is a fel- 
low of the American Institute of Elec- 
trical Engineers and a director of the 
Society of Electrical Development. Otis 
White, formerly general superintend- 
ent, is now vice-president in charge of 
manufacturing and Fred C. Holtz, chief 
engineer, has been elected vice-presi- 
dent in charge of engineering. 


Fred Allison, chief electrical and 
mechanical engineer of the Ford Motor 
Company, has resigned and will engage 
in consulting engineering work through 
H. R. Van Deventor Incorporated, 342 
Madison Avenue, New York City. Mr. 
Allison has been connected with the 
Ford organization for twenty years. 


Robert W. Porter, general sales man- 
ager of the Splitdorf Bethlehem Elec- 
trical Company, has been elected vice- 
president in charge of sales. 


E. J. Clark, assistant sales manager 
of the Paasche Airbrush Company of 
Chicago for several years, has been 
transferred to the company’s New York 
office as sales manager in charge of the 
district. 
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F. L. Hall has been appointed dis- 
trict sales manager of the San Fran- 
cisco office of the Century Electric 
Company of St. Louis, Mo., succeeding 
the late R. J. Davis. Mr. Hall has been 
associated with the company since 1921. 


Samuel P. Williams has been elected 
president and treasurer of the Hart & 
Hegeman Manufacturing Company, 
Hartford, Conn., to succeed the late 
Shiras Morris. Mr. Williams has been 
secretary of the company for the past 
five years. Arthur P. Day replaces 
Mr. Morris as a director. 


Thomas A. White of Buffalo, N. Y., 
has been elected first vice-president of 
the Federated Radio Trades Association 
which holds its next meeting at the 
Stevens Hotel, Chicago, in conjunction 
with the R. M. A. trade show during the 
week of June 13. 


W. F. Marr has been appointed gen- 
eral manager of The Superior Iceless 
Refrigerator Company, Cleveland, 
Ohio. Mr. Marr is well known in the 
electrical industry and has been asso- 
ciated with the American Ironing Ma- 
chine Company, United Electric and 
the McCaskey Resistor Company. 


P. A. Powers has been appointed 
sales manager of the Benjamin Electric 
Manufacturing Company’s Refrigerator 
Division at Chicago, Ill. Mr. Powers 
was formerly advertising manager for 
the company. R. W. Staud replaces 
him in this position. 


R. A. Sovik, formerly with the Cen- 
tral Hudson Gas & Electric Corpora- 
tion, Poughkeepsie, N. Y., has joined 
the Connecticut Light & Power Com- 
pany at Waterbury, Conn. 














Association of Oil-Burner 
Manufacturers, Buffalo, N. Y.., 
April 5-7. 


N. E. L. A., Southeastern 
Division, Memphis, Tennes- 
see, April 13-15. 


N. E. L. A., Southwest Divi- 
sion, New Orleans, Louisiana, 
April 26-29. 


Electrical Supply Jobbers’ 
Association, White Sulphur 
Springs, W. Va., May 2-7. 


National Association of 
Manufacturers of Heating 
and Cooking Appliances, New 
York City, May 11-17. 


American Washing Machine 
Manufacturers Association, 
Chicago, Illinois, May 18. 

N. E. L. A., Mid-west Divi- 
sion, Topeka, Kansas, May 
18-19. 

N. E. L. A., Canadian Divi- 








Coming Conventions 





sion, Niagara Falls, Ont., May 
25-27. 

N. E. L. A., Atlantic City, 
N. J., June 6-10. 

Radio Manufacturers’ Asso- 
ciation, Steven’s Hotel, Chi- 
cago, IIl., June 13-18. 

N. E. M.A., The Homestead, 
Hot Springs, Va., June 13-18. 

Electrical Manufacturers 
Council, Hot Springs, Va., 
June 13-18. 

N. E. L. A., Pacific Coast 
Division, Santa Cruz, Cali- 
fornia, June 14-18. 

National Electrical Credit 
Association, Columbus, Ohio, 
June 16-18. 

N. E. L. A., North Central 
Division, Duluth, Minn., June 
17-19. 

Northwest Electric Light 
and Power Association, Salt 
Lake City, Utah, June 21-24. 
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I Am Going to Make 
More Money in 1927 
(Continued from page 73) 


cent. Expenses and budget for the 
year in this section were as follows: 





Actual 
Per- Budget 

Actual centage Per- 

Expense to Sales centage 
ee $381 4.2% 3.5% 
Sellingexpense........ 669 7.3 ie 
Advertising expense... . 184 2.0 a. 
Administration expense 676 7.3 6.5 
Miscellaneous expense.. 93 1.0 2.5 

$2,003 21.8% 23.5% 


On the operation of this depart- 
ment we made a profit of $1,418, or 
15.4 per cent. This was slightly 
more than I had figured on in my 
budget but that was because my ad- 
vertising and miscellaneous were less 
than estimated. Our budget for 1927 
calls for total expenses of 22.5 per 
cent and we should have no difficulty 
in maintaining the volume and gross 
margin of 1926. In fact, I look for 
an increase in sales if we secure the 
increased store traffic we are after 
in department A. 

I cannot see where we can reduce 
the dollar-and-cents expense in this 
department. The rental charge is an 
arbitrary division of the rent, light, 
heat and power of the whole opera- 
tion, though largely based upon the 
square footage of space used. 

Selling cannot be reduced unless I 
make all store sales myself and Ad- 
vertising is almost certain to be 
higher the coming year. I may be 
able to pull the administration down 
a bit, though very little inasmuch as 
$520 of the $676 shown represents 
part of my drawing account. Mis- 
cellaneous is really low and I'll be 
satisfied if I can keep it there. 

We expect, however, that our sales 
in this department will amount to 
$12,000 in 1927—at least we have 
budgeted that amount—with a gross 
margin of 37.2 per cent and expenses 
of 22.5 per cent. 

My personal earnings out of the 
business last year were as follows: 
Drawing Account, $2,600; Dept. A, 
$703; Dept. B, $1,418 and Dept. C, 
$1,425; a total of $6,146, or slightly 
more than ten per cent of the retail 
sales, I have been told this is a good 
showing and I know that it compares 
very favorably with other retail busi- 
ness averages, but I am not satisfied 
with it as long as I feel that the busi- 
ness is not run as efficiently and 
economically as it can be. 

If I had the time to spare, and knew 
where I could find them, there is 
nothing I would like better than to 
make a trip around and sit down 
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with other electrical dealers and go 
over their figures and mine—ecom- 
pare notes and study methods. I 
know I would gain a lot—and maybe 
they would learn something too. But 
I haven’t got the time and I wouldn’t 


know where to go if I did have. That 
is my reason for analyzing in this 
article my figures and telling my 
plans. The editors of Electrical 
Merchandising have informed me 
that they will endeavor to get similar 
figures and statements from at least 
ten other dealers and publish them in 
table form. If this is done, it would 
be of immense value not only to us 
ten but every serious minded mer- 
chant in the electrical business. 


We need just this sort of informa- © 


tion and the only way we can get it 
is from one another. Merchants in 
other lines are getting together in 
this way for the common good—let’s 
not have them get the jump on us. 
All sorts of retailers are handling 
electrical goods today and it is only 
by superior service and efficiency 
that we can successfully compete 
with them. 





Good Spring Appliance 
Business 
(Continued from page 91) 


has not fully opened up but dealers 
are lining up outside men for a strong 
campaign. Electric clocks are sold by 
central station in increasing numbers. 
Small appliances moving steadily with 
noticeable activity in low-priced table 
ranges and irons. Lighting is greatly 
improved, particularly new installa- 
tions in industrial buildings. Kitchen 
lighting units popular and are sold by 
house-to-house work. Retailers in 
other lines buying electric display signs 
and flasher plugs. Some radio jobbers 
and dealers stocking smaller electrical 
appliances for the first time. 





St. Louis 
“Washers Lead”’ 


Activity among electrical appliance 
dealers, especially merchandising cam- 
paigns on washing machines and re- 
frigerators. The sale of washers en- 
joying advantage over all _ other 
appliances of larger type, partially due 
to splendid manufacturer co-operation 
and newspaper advertising. Irons are 
still slightly better seller than rest of 
items in that class. Consensus of opin- 
ion among trade is that spring appli- 
ance sales in 1927 will establish a new 
high mark. 





Denver 
“Trade Never Better” 
Appliance trade in Denver was 


never better. Good prospects for a 
record year. Electric refrigeration 
has been backward until this year 
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except in large cities. Reports from 
dealers indicate that the increase on 
this commodity is more than one hun- 
dred per cent over last year. The in- 
crease in sales of cleaners and washers, 
though not so marked, is about fifty 
per cent and entirely satisfactory. 
Record amount of water for irrigation 
making prospects in the agricultural 
districts better than usual. 
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_ Prospects 
(Continued from page 83) 


been a wonderful thing for all inter- 
ested in electrical refrigeration, and 
for my part would like to make it an 
annual event. 
W. R. JONES, 
Warner Stacold Corporation 





We believe it has resulted in in- 
creased public interest in electric re- 
frigeration as a whole. 

Our Copeland dealers in Kansas City 
report a few sales as a direct result of 
the show, and the securing of approxi- 
mately 200 names, of which about 50 
per cent are considered logical buyers. 

Harry L. BISBEE, 
Refrigeration Department, 
Western Radio Company, 
(Copeland Distributors) 





For your information we will say 
that we have a list of 1,900 names that 
are all real live prospects, which we 
would not have had if it were not for 
the refrigerator show. 

Again assuring you, that we ap- 
preciate your kindness, we want you to 
know that we are only too glad to co- 
operate with you at any time. 

Louis LACHS, Manager, 
Kansas City Iroquois Company 





We feel that it was highly success- 
ful, both from the sales standpoint, and 
the creation of interest. We were able 
to sell five machines from the floor, and 
to obtain approximately two hundred 
names, which we consider as live pros- 
pects. 

We wish to commend the spirit shown 
by the Kansas City Power & Light 
Company in allowing us the privilege 
of holding this exhibition, and we be- 
lieve that if all public utilities will 
assume the same broad-minded attitude 
that the electric refrigeration business 
will be greatly stimulated. 

H. M. AUSTIN, 
Zerozone Kansas City Company 





We made three direct sales and also 
have about 125 to 135 prospects and 
feel that in the next two weeks we will 
close at least twelve or fifteen sales. 

We take this occasion to thank Mr. 
Farley and Mr. Howe for the courtesy 
extended to us and the treatment we 
received from them during this exhibit 
of the Electric Refrigeration Show 
and assure you that we will always 
have a warm place in our hearts for 
you both. 

F. W. Hiccins, President, 
Advance Oil Burner Company 
(Absopure Distributors) 











